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OMETHING constructive for 

the stability and welfare of the 

appliance business is likely to 
develop when dealers state clearly and 
moderately the trade practices that 
trouble them and ask manufacturers 
and wholesalers to aid in changing 
them. 

The Electric Appliance Dealers 
Association of Minneapolis has taken 
such a step in a resolution adopted 
September 11th. 

We quote in part: 

“While admitting that dealers are 
not without their faults and shortcom- 
ings, it is the studied opinion of the 
members of the Electric Appliance 
Dealers Association that the sales 
record and condition of the dealers’ 
business is a by-product of certain 
practices within the industry and 
largely beyond the control of dealers 
individually or as a group; and that 
unless corrective steps are taken by 
the manufacturers and distributors, 
there will be a still further reduction 
in dealer activities and a final weaken- 
ing or dissolution of the cooperative 
promotional selling program and a 
gradual dimunition of effective inde- 
pendent dealer outlets for the products 
of the electrical industry; 

“The research of our Board of Di- 
rectors has determined major prob- 
lems to be as follows: 

(1) “Indiscriminate Franchising of 
Dealers. There has been a very definite 
trend among manufacturers and dis- 
tributors to increase the number of 
dealers in this area, on the theory that 
more dealers mean more sales. Es- 
tablished bona fide dealers contend 
that “marginal dealers” in a given 
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area do not increase the gross volume, 
but merely tend to divide the existing 
volume. It is also stated that these 
accounts which are opened to secure 
“coverage,” do not as a rule represent 
the type of retail outlet which sup- 
ports the business development pro- 
grams of the industry. They are op- 
portunists who wish to cash in on 
the public acceptance developed by 
others. When sales do not come 
easily they resort to special deals 
which undermine the business of long- 
established dealers. The time, effort 
and expense of setting up “coverage” 
accounts would, it is believed, produce 
a greater return (volume) if spent on 
the established dealer who has played 
a major role in helping create and 
maintain a market. Members of the 
Appliance Dealers Association believe 
that the industry should project a fair 
ratio of the number of dealers to the 
number of wired homes in _ typical 
trading areas. Sucha ratio would not 
stifle competition. It would insure the 
type of competition necessary to main- 
tain constructive and creative selling 
which is essential to the profitable 
merchandising of electrical appliances. 

(2) “Decreased Gross Margins. FEs- 


tablished dealers recognize the need 
and wisdom of low prices to broaden 
existing markets. They do, however, 
contend that when retail prices are 
reduced to a level at which the de- 
creased dollar margin to the dealer is 
not compensated for by a greatly in- 
creased volume, it is no longer profit- 
able to merchandise that appliance. 
(This “greatly increased volume” is 
intimately bound up with the problems 
of indiscriminate franchising—split- 
ting the business—presented in para- 


graph No. 1) 


“1 T ‘may be argued that if the dealer 

wishes to give his merchandise away 
and merely trade dollars there is noth- 
ing the Manufacturer or Distributor 
can do about it. Such an attitude 
would be unworthy of our industry! 
The decrease in the dollar margin (in 
the dealers own operation) becomes a 
greater threat to his profits as factory 
list prices drop. The dealer is asked 
to sell up to insure a dollar margin for 
his own operations, while the industry 
sells down. On electrical refrigera- 
tion, the buying public is no longer 
being told about the advantages of this 
appliance, but how cheap it really is. 
Unit sales of 1940 electrical refrigera- 
tors will undoubtedly set a new high 
in this area, as well as, nationally. 
However, gross dollar margins of the 
dealer will depend upon what percent- 
age of his sales were made in the 
upper bracket. 

“Minneapolis appliance dealers be- 
lieve that manufacturers should, in 
determining their list prices, give 
consideration to the increasing num- 
ber of retail sales which involve 
trade-in allowance; that it should 
not be necessary for dealers to 
mark down current stocks to equalize 
prices with those of special or mid 
season models; that if factory list 
prices, as advertised nationally, rep- 
resent sound and true values, some 
measure of control should be used to 
keep disastrous price cutting from 
undermining the operations of the 
better dealer and the confidence of the 
public in the advertising of our 
Industry !” 

The above we submit is not just an 
account of grievances. It is a pro- 
gram for industry progress, soundness 
and health. 
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hal: Kelvinator Dealers 


Cashed-in on the Greatest Price 
| and Product Program in History- 


with Sales 2'/, times last year’s! 


Kelvinator Moves Ahead—with Plans 
volume—even more profitable Dealer 
even wider public acceptance of the 
name in the 
Industry... 














WASHERS GeB 





Your salesman is 


Tableau: 





calling on Mrs. Rumblebum- 
ble. “Oh! 
ing machine," 
"Yes, 
be 


have had ours for more than 


we have a wash- 
she squeals. 
indeed, we wouldn't 
without one. Why we 


ten years." 
"I'm glad to hear that," 
says your salesmen, ''But to- 
day's 
better.’ 
"Our 
watch, | wouldn't want any- 
thing better. 


any idea how much money 


machines are much 


' 


washer runs like a 


You haven't 


it saves us. I'm afraid you 
can't persuade me that our 
washer isn't any good, young 
man. 

"I'd like you to look at a 
Hoozis brand." 

"A Hoozis brand, indeed. 
That's just what we own and 
agree that it's the 
best. No, young man, we're 
satisfied, so let's let the mat- 
ter drop." 


you'll 
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A mighty market awaits the salesmen who 


can show owners why it is time to change 


Lume idvert g which has 
younded me a iltitude of stories 
wou sn ill ] provements It has 
given publ v to gadgets. Obscured 
hav bee thie eal fundamental n 
provemen The publ uld not see 
the woods for the trees 

Many salesmen entrusted with the 

$10 persuading owners to part 
with the id washers ive been it 
the field less than ten vears rhey 
th selve s. | not k v the < ry rf 
vhy 1940 vile ‘ measurably 
bette than those ten or fifteen 
years ago 

Ne { came to pass that Electrical 
Met i! lising saw t r was a job to 
ve done t was felt that the invent- 

s, the engineers and the service men 


Wringers Go Back To 


Mr. I 


Ppp nedeigueg = named 
Avery, of Tunkhannock, Pent 
vivania. wrote in to the U. S. Patent 
1847, 


in May, 


Office ind offered for re 
ling a device which he called a 
wringe 

was iT yrerunne f, but a fa 
pre nt day pressure 
iNnsé t msisted of a jigge 
it twisted . bv holding on to 

VO eT! 1 
Other thinkers came in with varia- 
ns f the ime idea, the next being 
M Mart vho showed up in 
Octob yf 1852. The trouble with 
r little gadgets, however, was that 
ey trained and tore the cloth and 
vere slow and difficult to set up. So 
vhen John Allenden of New London, 
Conn., put his patent, a roller affair, 


a8 he 


nded all this twisting foolishness and 


n record on January 1859, 


et a style of extracting dirt and water 

clothes by pressure, which has 

een 1 lowed eV since It would 

take a book to set forth all the stories 
I wringer improvements since, 


Tom F. Blackburn 


could best tell the story of the gradual 
mistakes, their correc- 
gradual upclimb 


. ‘ 
evolution, the 


tions. This way the 


to the perfection of 1940 could be 
made clear. 

Men profit by their mistakes. That’s 
how improvement is achieved. Every 


washer ever made has had its faults, 
i target for engineers 

ig forth this un- 
varnished tale, the f today 
of what to give Mrs. 


1 1 


which give a new 


snoot at. In sett! 


salesman 
get the answers 
hea ola s hz + 
she claims that 
1929 Hoozis is the peer or better 


Rumble-bumble when 

her 

than any washer made since. 
Without further ado, we present the 


Thomas A. Edisons of the washer 
world, and how the story of washer 
evolution looked to them. 


The Civil War 


The pioneers appreciated _ that 
squeezing water out of clothes had a 


cleansing action, and in fact, today in 


the Tennessee mountains a_ device 
called the “Busy Bee” is still sold 
which washes clothes by an endless 


action of the garment through the 


It was when power 
the washing machine that the plot 
I thicken, far as the 
concerned. The thing 
needed for the wringer itself was con- 
trol. Just the four feet of old 
Dobbin were plenty of control for the 


was applied to 


vegan to sO 
wringer was 


as 


yuuggy when the family carriage be- 
came a horseless affair it needed some 
way to control its operation. In like 
manner the wringer had to have con- 
trols for its squeezing action. At 
mce it Was necessary to create a re- 
versing feed and for a time it was 


done by using three rolls (a method 
still popular in steel rolling mills, by 


the way.) Today a start, stop and 
reverse gear is standard. 
Quite naturally the first pressure 
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linked 
had 
placed on top of the wringer to get 
sufficient pressure on the rolls. Loos 
ening this screw stopped the 
action. Later court 
decide that the speed with which this 
wringer 
stituted a patent. 

Gustav Jantz, “dean of the wring: 


controls were up with tl 


screw which previously _ beer 


sf pueez 


on a Was [¢ 


pressure Was released -on- 


industry” was one of the first success- 


ful inventors of quick action pressu 
control. Automatic controls f 
wringers were visualized in the Hen 


ingway patents, which were taken out 


engineer in 1914 and 1917 
They were all on paper, and never 


by an 


commercial success, but contemplated 


designs which stopped the roll 
overload. About 1920 the Zenit 


Company, the 1900 Corporation and 


a few others first used the roll stop ir 


addition to the pressure control but 


its use sporadic, not 
much increase until 1936. 


was 


The ten 


ency has been to put roll stop “brakes'’ 


showing 


only on the higher priced washers but 


this feature is moving _ steadil 


forward toward general adoptio1 


all 


machines. 


$y its action as a pressure cleanser 


the wringer has to undergo considet 
able stresses and strain. 
made of wood, then cast iror 
into the aluminum class, 


Origi1 


moved 
to steel, and die castings and no 
more and more utilization of plast 
A modern wringer built like 
automobile. First comes the cha 
and later the body is put on. 


is 


The theory that Walter L. Kauff 


man, chief engineer for 
Co., is that clothes 
actually cleaned by 
mechanical flexing 
you twist them in 
loosens the dirt. 


subscribes to 
and 


The flexing of 


cloth by the action of the agitator re 


much of it and the bala 
more deeply imbedded in the fiber 
the cloth, is pushed out by the w 
pressure created as the garmen 
passed between the wringer rf 
Hence, the words “Pressure Clean 


leases 


Lovell Mig 


the action of soap 
pressure. \s 
the water the soap 


" 
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Kauffma 
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1ence, 
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Cleve 
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roceed 
They en 
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They b 








ABETTER and BETTER 












































Left . . . Safety, so important a point 
today, wasn't thought of when the first 
wringers appeared. 


Right . Take grapes as an example, 
says W. L. Kauffman of Lovell. It is 
only when you press them that they 
yield up their contents. This final 
pressure is the secret of the success of 
the pressure cleanser. 


Lower left . . . A woman standing on a 
hydraulic mounted platform at Case 
School, revealed a new sales feature of 
pressure cleansers. They act as con- 
veyors, relieve her of the load of lifting. 
This was a sales point long undreamed 
of by wringer manufacturers. 


Lower right... A study of how people 
behave in a panic was what perfected 
the modern wringer release. 


















g in contrast to the twisting of an 
ler ier date. 
ont \lthough he has spent the last 12 
‘ s with washing machines, Walter 
Kauffman was interested in discover- 
g what people with a fresh view 
nt could find out. As a conse- 
laced several types of 
55 hines in the laboratories 
P | of Applied Science 
leveland, with instructions to ex- 
vie ent and report. The professors 
-eeded brand new angle. 
y employed a number of women of 
a fferent sizes, weights and strength. 
ey built around the washing ma- 
ne a working platform mounted on 
‘hon bellows, which measured 
ry bit f energy expended by the 
en, 
We go this report an angle 
we had never dreamed of as a 
s; feature,” Mr. Kauffman told 
‘trical Merchandising. “We found 
the conveyor action of the 
ger was immensely popular with 
en as it pulled the clothes out of 
water with a minimum of lifting.” 
Valte iffman has always been 
: illy interested in experiments 
brakes” for wringers. Early 
‘ lels had s levers which, when 


1 


ased the squeezing action 
he rolls. One day Mr. Kauffman 
irming an experiment 

He did 


nertect 
pertect 


it time and 
familiarity 


is laboratory 
again, with 
h the machine. 
Kauffman recognized 
ot 
t perform in a reasoning 
He has no time to think. 


Then he grew care- 


that 
excite- 


stress 


under the 
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He moves quickly but with primitive 


impulses. That is what this boy did ting a lot of releases o 
and it gave Kauffman an idea \ were not desired.” 


» habit or in- Years have 


the 


control should respond t since 


stinct, requiring no thought by 


operator. release devices. Early 


“The year 1933 saw the bar release easy to operate when tl 


come in on the pressure cleanser,” light loads but were ve 
Mr. Kauffman said. “It was some-  somethi 


thing you struck instinctively and got between the rolls. 
the desired results. Touched from 
any angle you stopped the squeezing 


action of the r 


Another 


wringer 


difficulty 


llers. No longer was releases 


found on the first models it 


fection of the mechanic: 


Today tney rele; 


was the tr 


was get 
f the rolls that 
seen the per- 
_ i 


il operation of 


models were 


1e wringer had 


ry tough when 


} 
t 


under any situation easily. 


it necessary for one to locate and hit tailed in resetting. As one old timet 
a rather inaccessible target. In fact, put it, when you press the release 
it was so effective that we had much “the parts shoot all over the base- 


experimenting to locate the bar re- ment That descril 


leases at the right points as the public _ release. 


1940 


ved the 





































































The 
toggle mechanism on the release, the 
whole tied together 
until it works 
reset with no difficulty whatsoever. 


year 1940 sees wringers with 


and = stabilized 


smoothly and can be 


Hard wringer rolls were generally 


used on wringers until about 1929 


Rubber was a relatively new and un- 
certain material for industry to master. 
Manufacturers had learned something 
of the art of compounding rubber rolls 
but had great difficulty making it stick 
success 


. s 
to a steel shatt Reasonable 


respect seemed quite good 


in this 
enough. 


Altho soft, safe doughnut or balloon 


rolls had been used as early as 1927, 
by 1934 they became a part of virtu- 
ally every washer on the market. But- 


tons wouldn’t be torn off 
often Today the high grade 
“do-nut” design like the m 
mobile tire. 

In ‘turers 


irned 


another way the manuta 


irter, They had le 


getting sm 


pounds of pressure per 


was neede 1 to 


many 


square inch put on a 
in order to extract the maxi- 


moisture By 1937 


ment 


mum amount of 


they had established that one kind 
pressure did the best work for wool, 


another for cotton, another for rayon 


or silk. 


mums was wasted and hart 


Pressure beyond these max) 


fabric. 

In 1940 
further 
Jack in 
under pressure. Each year has 
ahead with the 
1941 model has things undreamed 
in 1935. A 


wringer is obsolete. 


pressure wringer. 


machine with a 
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OLD WASHERS LACK THESE BASIC IMPROVEMENTS 


Just as the automobile has seen the four-wheel brake, 
balloon tires and all steel bodies come in to improve and refine 
all makes, so have there been universal improvements in 
washers. 

While the owner of an old washer may not know it, if the Ww A S HW E 4 S A R rE G a T T i N E T T 
machine in her laundry is older than the following dates, the 
chances are that it lacks these basic improvements. 






















































Date it began being 


apparently made its impression on the type machine won popularity. Fo; utome 
Improvement generally used 


public. By 1899, the funnel on a stick one thing, the customer could se 
began part of a complete washing what was going on in the tub, 








Standardized Motor ............... unit. being impossible in the enclosed ¢ the fi 
Se 2 RS a SR. Ea a Shortly after 1900 the “milk stool der and oscillator type. \n hess 35, two y 
TS Sia dolly” agitator began to come into could wash a few things or a tubiul the Bend 
Eallean Wrinner use. Phis device oscillated back and something not so convenient fncors 
* e* #2 Semin ees + te ot forth, stirring up surface water in the — earlier types. acne’ Senile 
Porcelain Tub .................... tub and the clothes which happened Feather-weight aluminum won po; : tele 
NS SS Se ae ee Lae to be in contact with the legs. Al-  ularity during the last decade and The mer n 
Automotic Pressure ................ though it was an improvement there  finements in agitator types began “9 nested 
Safety Bar Releases................ was still some tangling and some result in remarkable water act hed the 4 
tearing. One manufacturer found that so iota 
Roll Stop cee Ce’ we Cece de mead The present dav agitator, which is 8-pound load of clothes a_ colore ys ‘ea 
Perpetual Oiling .................. so popular, was born when men handkerchief could be made to com abe 
NN Calas ui ees 6 Ue decided that fins instead of milk-stool to the top of the tub every 40 to 5 ees ur 
SS” Si aaa Tes legs would avoid clothes tangling. seconds. In short, every garment A pe aa 
As soon as it was born the agitator this tub was thoroughly washed - | 
, : Subsequen 
— pany—Bi 
~—Wwas 0 
Early Inventors Of Washers A Laboratory Dream develop 
tion, with 
Tried To Copy Hand Methods Resulted In The Spinner tand J. ; 
charge ( 
the fir 
“ © duplicate the action of a pai1 \ more scientific approach to the 7’ VERY chemist who has ever’ First of all it was decided that the bon ~ 
l tf hands squeezing sudsy water problem followed the abandoning of stood in his laboratory watching spinning basket must not be part oi eS 
ugh a garment, wooden cog his attempt to imitate by machine the the centrifuge has admired its effi- the washer tub itself, as this would ae 
eels were originally employed to hand operated scrubbing board. Oscil ciency. It was but a matter of time’ result in too large a_ basket, wit listorical 
| indeed often lating type washing machines began until this principle of extracting excessive vibration. So it came abou 
to come into action in which the en- moisture would be applied to the that baskets were made a separat 
Possibly the grand daddy of the _ tire tub was rotated or oscillated back washer. It was in fact in the Laun- department of the washer, so to speak 
ing machine business could be and forth without the use of agitated dryette as early as 1920, Savage in The trade dubbed the new machin 
idered E. H. Smith of Pittsburgh, buffers or baffles simply depending on 1923—but one of the early develop- a “spinner”, and it took its place asa URC St 
1859 took out the first patent the flow of water through the article ments of the spinner as we know it to- desirable principle of laundering. 
1 washing chine, No. 21,909. to be washed as a result of the motion day appeared in Syracuse, New York, Interesting to note is the fact 
was a rotary unit and caused yf the machine. in 1926 at the Easy Washing Machine the pump, so popular on all makes oi OM B 
trouble in tangling and de- The “funnel on a stick” washing Corporation plant. washers today, grew out of the neces ot the | 
ruction of the wash. However, Mr. machine of 1877 was eagerly pur- The job was to cut down the vibra- _ sity of the spinner for a pump - 
smith persevered and in 1863 obtained chased by thousands of American’ tion. Laboratory experts can care- The spinner has maintained and ex- pinent 
tent protection on the first self-re housewives, and began the forerunner fully load their centrifuges, but Missus tended its popularity and the centrifug: sie elect 
ble rt ttachment for his of the vacuum cup electrical type. Housewife is likely to pop her clothes principle is playing an important part ation =O! 
It required a lot of muscle to use but into the spinner basket helterskelter. in the new automatic operation washer men s 
selling 
er ma 
This is the original Maytag The Gene 
agitator, made of cast alumi- n in pr 
num, and introduced to the tor for 
trade in February, 1922. nk appli 
laptable 


achine ap 
“Compar 
tors wo 
nutom bile 


lels,” 


(Below) It is difficult to figure 
out just how this one worked 
but it is an example of the 


















a elaborate design of some eames ‘ay 
-* early washers. lg 
, mile, son 
r Il still ¢ 
ng ago, o 
till cay 
shing.”” 
\lthoug! 
ue tha 
the m 
ide stris 
plication 
19] 
‘wound 1 
luct 
iry 
rent wa 
Early inventors sought to duplicate hand The “milk stool dolly" type gave owners * 7 
squeezing action with wooden gears. a lot of action but unfortunately did not — t re 
Often they chewed the clothes to bits. reach all the clothes in the tub. mo 








NSETTER AND 








utomatic Operation—1937 


O years before the launching 
the first automatic washer, in 


35, two inventors submitted 
Bendix f 
fheers of Hydraulic Brake Co. ) 


innovation 


young 
\viation Corporation 


in domestic wash 


-hines. 


idea embraced a new princi 


home laundering—it accom- 


+ 


the procedure automatically. 


ense under patents was taken 
by Bendix Aviation and the ex 
Ss mental laboratories of that com- 


indertook the commercial de- 
pment of the 
Subsequently, a wholly independent 
Home Appliances, 


organized to 


new idea 
y—Bendix 
was manufacture 
velop plans for national distri- 
with D. O 
S. Sayre as vice 


scott as its presi- 


pre sident 


of sales. In October of 


the first deliveries 
market. 
Because the Bendix Home Laundry 


e first 


were pl iced 


automatic washer, it is 


rical importance to set «ck 


I wih 


some description of what the ma- 
did first on the 
market. The manufacturers description 
declared that it did 


automatically, handling nine pounds at 


chine when it came 


an entire washing 


one time; automatically soaks, washes 


clothes, gives them three fresh water 


rinses and after the last rinse spins 


clothes damp = dry The operator 
handles the clothes twice—once when 
putting them in the machine and a 


for 


two controls in 


second time when removing them 
hanging. There were 
front of t 


which selected the proper water tem- 


the fr 


his first machine one of 


perature for soaking, washing and 
rinsing according to type of fabric 
and the other operates the time of 


soaking and washing. 


Compared to the washing machine 
industry as a whole, the history of the 
automatic washer is short. 

One other manufacturer, Blackstone 
Corporation, introduced automatic 
operation washer early this year, 1940, 
and it that 


turers are developing similar washers 


an 


is known other manufac- 


The Story Of The Electric Motor 


OM BEHAN, 
the washing machine industry, 
maintained that it was the de 


grizzled veteran 


pment of the fractional horse 

- electric motor that caused the 
n of the washing machine. 

smen seeking ways and means 

lling more motors pounced on 


possible 


sher manufacturers as a { 


he General 


Electric Company was 

in production on an induction 
tor for compressor and vacuum 
k application which was easily 
laptable for the new washing 


achine appliance. 


‘Comparing it with present day 
tors would be like comparing an 
tomobile of that time with 1940 
lels,” say the G-E boys at Fort 


iyne, “but, unlike an obsolete auto- 
bile, some of these original motors 
still operate satisfactorily. Not 
ng ago, one built in 1911 was turned 
capable of doing a creditable 





oO 


g. 
\lthough this motor had far more 
ue than any other the same size 

market, a new design was 


le strictly for 
lication. This was put in produc- 
1913. The 


nd rotor, whic 


washing machine 


motor consisted of 
h revolved while 
luction squirrel cage was in a 
part of the The 
rent was sent to the rotor by means 
riding 
revolving brass rings attached 
motor. 


iry frame. 


tionary carbon brushes 
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he year 1920 marked the milestone 


in the washer industry. Up _ until 
that time there were several models 
and ratings of motors used on wash- 


ers. One machine would have a cer- 
tain horsepower rating motor which 
differed all others. Another 
would require a different shaft for 
and, in short, practically every wash- 


from 


ing machine required its own special 
motor. 

Today, so standardized is the elec- 
tric motor that but one set of mount- 
ing dimensions are provided, regard- 
less of whether the motor can be used 
on 25, 50 or 60 cycle current sources 


A 4 


or for direct current operation. 
horsepower rating only is supplied. 
This interchangeability among rat- 
ings has simplified the manufacture of 
washing machines as only one set of 
mounting dimensions need be made 
regardless of power supply and has, of 
course, resulted in attendant economy. 

“Today,” says A. W. Bartling of 
the Fractional Horsepower Motor Sec- 
tion of the General Electric Company, 


“the motor used in a washer is 
smaller physically yet its output is 
34 times greater than the older 
motor. Over three times as much 


power from a smaller machine! Start- 
ing torque (or effect) of the modern 
times that of a motor 
manufactured before 1920. Along 
with these improvements in operating 


motor is six 


characteristics there has been an over- 
all 


per cent.” 


increase in motor efficiency of 7.5 





At the left is a 1910 washer motor. 


“Nor have improvements been con- 
fined solely to operating character- 


stics. Formerly, it was necessary for 


the housewife to oil the motor on her 
washing machine every day before she 
started the Today, 
uur washing do not 


family laundry. 


machine motors 


require oiling. hey are life-time 
lubricated at the factory.” 

Modern washing machine motors 
are quieter than motors that were 
furnished 20 to 25 years ago. This 
lecrease in noise has resulted from 
the use of cast aluminum type 


‘otor, the elimination of brushes and 
commutators, and the use of a care- 
fully resilient mounting 
which absorbs the torque pulsation of 
the motor and prevents it from being 
transmitted 


designed 


to the washing machine. 





At the right is a 1936 model. 


Not only has the mechanical noise of 
the motor been steadily decreased, but 
the split phase motor on 
washing machines does not interfere 
with radio reception. 

Perhaps the most outstanding im- 
provement the machine 
motor has been in its dependability. 
It is simple in construction and opera- 
tion, has Wearing 
parts mini- 
mum and the manufacturer can place 
the on machine with all 
reasonable that it will 
operate without trouble. In those 1so- 
lated instances where motor fails, 
replacement is easy and inexpensive. 

Last of all, the cost of the washing 
machine motor has steadily 
going down. 


now used 


in washing 


few moving parts. 


have been reduced to a 


motor his 


assurance 


1 
the 


been 


Enter The Gas Engine 


HEN gasoline 


engine 


was first applied to farm wash- 
ing machines, declares Ray W. Ran- 


dall of Briggs & Stratton Corp., i 
was used in the form of a heavy, sta 


tionary, water-cooled engine that was 


usually out in the yard some place 


The washing machine had to be taken 


to it as the engine was, of course, toc 
heavy to be moved around. 


pe wer 


“ar 


[he washing machines at that time 
were built with a crank operation for 
hand use,” said Mr. Randall, “and 
t an extended shaft provided so that a 
- farmer could apply the power to it.” 
“The next step was to put a gaso- 
. line motor directly under the washing 
machine, and this was accomplished 
» by using one which was quite large 
compared to types. It 


present day 


Since today's engines outlast the washer, Ray Randall advocates finding extra uses for them. 


Ee ae 






































You took the washer to the engine in the good old days. 


A Tale of a Washing Machine Tub 


In the days before the white enamel tub, copper was regarded as pretty 
swell. The copper washer for a silver dollar was a campaign that was 


very successful in the 20's. 
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William Hogensen of Chicago Vitre- 
ous Enamel Product Company and 
Terry Craig of Mullins Manufactur- 
ing, were among those who saw that 
porcelain enamel was a logical possi- 
bility for finishing washing machine 
tubs. In the original method the tubs 
were fabricated by roll seaming. This 
was not very satisfactory from an 
enameling standpoint because during 
the firing operation expansion and 
contraction caused many rejects. The 
views of those stamping companies 
whose experience in drawing automo- 
bile parts extremely deep was inter- 
esting. It was found that tubs could 
be made in one piece. 

In the process of enameling tubs 
the steel undergoes a temperature of 
ipproximately 1500°F. and naturally 
in a stamped or fabricated article 
there is a chance for warping. So at 
the first tubs were finish enameled 
ynly on the inside, and an enamel high 


in cobalt, which has the highest affin- 
ity for iron of any known metal, was 
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used. Inasmuch as the cobalt 
parted a dark blue color to the enar 
royal blue was the color of the firs 
porcelain enamel washer tubs. 
The early tubs were tested by 
posing to zero temperatures and th 
dousing with boiling water. The 
was no chipping. Next the strong 
washing powders and cleaners obtain. 
able were used in the tubs. Aga 
they won out. On vibration test 
porcelain enamel emerged triumphant 
One of the early obstacles was the 
job of overcoming a “boiling up” con- 
dition regardless of the care in cl 


ing and finishing. A change in dr; 


ing compound cured this. 

Then 1927 saw enamel developed : 
a point where their flexibility and 
hering qualities made it practi 
coat the tubs inside and out 

By 1940, it has been estimate 


Jim Kirby d 
the help of 


90 per cen of the washers made s. It is 

porcelain enamel tubs Something ed to be 

that was a long time evolving, t Hon, need 

is taken for granted. tt in th 
ted awa 
it he 


l took 


The Story of an Apex Inventor yrchane 


A MINIATURE threshing ma- 
chine that worked, a tiny mill 


that produced meal told the parents 
vf Jim Kirby of Apex that they had 
i child who could make tools talk. 
An $11 a week job with an electrical 
firm pointed him toward electrical 


ippliances. 
When Jim Kirby met E. L. Frantz 
ind bought a house from him, he 


ilready had produced a massage ma- 
*hine that is still made by P. A. 
Geier. This meeting was the start 
§ more than 100 vacuum cleaner and 
washing machine patents that bear the 
ve Dietenberger, his mechanic, he 
has done much to make Cleveland one 
of the capitals for appliance manu- 
lacture 

The Laun-Dry-Ette was the first 
Kirby washing machine. It was 
brought out in 1916, employed vac- 
uum cups, and carried the clothes in 
a basket which could be elevated and 


spun, drying the garments. 


ir 


‘The immediate success of this 
washer is a tribute to how novel treat- 

ent appeals to the public,” said Mr. 
Kirby. “That invention brought me 
over $100,000 in royalties. It listed 
r $155 and was manufactured from 
1916 to 1927, without further im- 
provement. The weakness of the 
Laun-Dry-Ette was vibration. Sales- 
men for other makes told many false 
stories of how the “spinner was likely 
to jump out and injure a person,” 
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Kirby imprimatur. With the help of 
Joe 
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ed on 
Ten years of expet g al g br 
search were devoted to further dei la chea 
ypment of washers of the spinner fy to mak 
and in 1928 Kirby completed the Remark 
sign of a brand new agitator t Yhat an ; 
spinner for the Apex Company. Du ne with 
ing this period of developme 





studies showed that: 

1. The cylinder machine was 
right, in his opinion, but a woma1 
to take off two covers to get att The B 
clothes. This was a nuisance a! | 
was hard to clean up the was! 

2. The rocker type was bulky 
clumsy and the housewife coul 
tell what was going on i 
thermore, it tended to 

3. The dolly type of washer 
habit of tearing clothes. 

4. Vacuum cut types, in his op 
ion, were slow in their action a! 

















unless proper] 


y designed did n 
so good a job, On the other 
they were easy on clothes. 


So the agitator appealed to Jiu 
Kirby. It was true that the first one: 


on the market had no center posts 
and often with too big a load on to 
wouldn’t circulate the clothes at all. 


Old timers, he says, didn’t know ex 
actly what agitators did. As a result, 
most washers ten years old are 0 
solete. It resembles a car that will 
only go 30 miles an hour whil 
day’s automobiles travel 60 easil 
Early agitators, he told ELectri 
MERCHANDISING, were smooth in the 
action and clothes followed water 





A. W. Al 
his father 
and learne 
formance. 
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NETTER AND 


BETTER 
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Jim Kirby demonstrates a new idea with 
the help of two finger bowls. 


It is a Kirby theory that 


» be disturbed 


need to be flexed, so that the 
1 them can be released an 
( away in the soap suds. As a 


le performed experiments 
k up the water currents and in- 
the agit ition I the clothes 
I took a block of con n blue 
e said, “and cut and molded it 
shape of agitator desired Chen 
ed vith wet cheese cloth and 
m plaster I paris with l 
g brush. After five atings | 
cheap pattern This pet tted 
nake up dozens of agitators.” 


ings were revealed. 


an agitator did in a wet 


a- 


ithout clothes was different 


: } 7? circ) 
in their circula- 


A Day in the Life of Jim Kirby 





Over at the garage workshop of Joe Dietenber- 
ger, plans are laid to turn out a working model. 


han what it did when loaded. Various 


degrees of loading changed the pic- 
ture, too. One agitator would untie 


1 knot in a garment in 14 minutes 


But I was after something that would 


vend the fabric and pump 


hrough it. 
rhe Kirby idea was 


tator 


to find 
hicl ld shift t 

which would shift. the 

‘ontinuously, but not 


this would cause them to tangle. Holes 


the agitator was another idea. He 
leclares this gives a hugging action 
which permits the full force of the 
ttor’s energy to get behind the gar- 
ents, causing a flexing action such 
is one gets on a washboard. 
“Few people understand the wash- 





ing action of an ordinary washboard,” 


water 





savs Kirby. 
\V ashb« yard, 


“In rubbing clothes on a 
each corrugation of 
board acts as a “pump” to 
liquid through the fabric while at 
eae time bendine 1 flexing it 
1e same time bending and flexing it 


it the point where the 


t liauid is being 
“pumped,” 


l the dirt.’ 
In 1928 when Jim Kirby designed 
\pex spinner, the public 


thus forcing out 


profited by the experience that had 
gone behind the Laun-Dry-Ette. He 
made it a two tub affair, one for the 


basket in 
was spun out of clothing. 


a tapered basket 


iwitator, one for the which 


Here 


2-2 
which 


water 


Was created 


put the weight at the bottom, and 
helped to eliminate vibration. He saw 
iot do to leave the top of 
r basket open while run- 





force the 


The home laundry of an inventor. 


Mr. 
Kirby shows off his Apex spinner. 


ning, and designed a s \ ve 
which could only be opene yvnen 1¢ 


basket was stopped. 


Link mechanism for driving the 
agitator came in, too, using power 
more efficiently and quietly. “In fact,’ 


says Jim Kirby, “old washers, while 
the best of their kind in their day, 
lack these improvements: 
1. Old 
slowly and 
2. Old 
to operate, 
3. Old 


agitators wash clothes mor 
well 


take more power 


less 


machines 





The Biography of A. 





A. W. Altorfer was the service man in 
his father's hardware store in Roanoke, 


and learned how women appreciate per- 
formance. 
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W. Altorfer 


N° history of the 
4 chine would be complete with- 
out the name of Alpheus W. Altorfer. 
From the days child 
saw his father install a home-made, 
belt driven washer in their 
the little village of Roanoke, Illinois, 
he has been a part of the panorama. 
Of the Altorfer boys who worked in 
their t A. W. 
the handiest tools. As a 
result he was graduated into the serv- 
ice department and made many a trip 


into the 


Washing ma- 


when he as a 


home in 


father’s hardware store, 


was with 


country to repair cream 


separators or farm implements. The 
disgust of purchasers with devices that 
required a lot of service made a life- 

He deter- 
that if ever he manufactured 
inything he would make it as com- 


pletely service-free 


long impression on him. 
mined 


as humanly pos- 
sible. 


The family washing machine spoken 


1940 


f above ran with a 
a small gas engine. 


ce 
the hardware 


belt attached to 
Then before long 
had a washer at 
$6.50, and one with a flywheel at $10. 
It was not \ltorier 
boys were producing a two-tub model. 


store 
long before the 


Interesting to record is the fact that 
the first sold 
and five engines in one week. 
He got $28 for the washer, and $35 
Machines were car- 
‘ied out into the country and demon- 
strated. The 
l directions 


salesman six washers 


gas 

for the engine. 
1 
wringer 
and_ slid 


operated in 
oth from tub to 
tub. 

“Any salesman encountering a fam- 
ily with one of these old washers 
today would have no difficulty con- 
vincing them of the superiority of the 
1940 models,” A. W. Altorfer relates. 
“When we first produced them, few 
small towns had electricity during the 
day. In fact, showed first 
washers at the Illinois Fair at 
Springfield and at an automobile and 
carriage show at 
Chicago in 1910.” 

In 1917 


we our 


state 


the Coliseum in 


appeared a metal ABC 


machines are noisier and 

harder to use. 

4. They cannot be kept clean as 
easily, 

5. Old washers lack beauty and 
convenience, 
washer with a swinging wringer. This 
permitted progressively wringing 


from one tub to another. washei 
itself was a cylinder type 


Farm women around Roan 
not mind noisy washers in the o 
but, he cultivated city trade, he 
] 


observed that there 


as 
Was 
market for quiet operation. 11 


washer he created happened 


rather quiet and salesmen sold that 
fact. he 


So tried to live up to 
press-agented quietness. 

Youngsters of today don’t realize it, 
but the period from 1915 on was, in 
the washing machine world, like th 
race between steam, electric and gaso- 
No 

principle would _ receiv 
favor. In 1914 a floating 
In 1921 an oscillating 
type was produced. 

The year 1923 


line automobiles. one knew which 
washing 
popular 


dolly was used. 


A. W. 


readying a vacuum cup washer with 


Saw 


an ingenious friction grip which pre 


srl} 


i 
vented the cups from wrapping 
clothes around the center post 

He placed an agitator model on the 
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WASHERS ARE GETTING": 





i simple 
king When the World's Fair opened 
tub i! \ltorfer had 


9 “ He brought 

Bb ‘ g 1 touch control 
* } cars iy ha en his family 

iwgling with the old type wringe 

MACK 1 worked out an efficient touch re 

if lease This new washer also had a 

) t | l type agitator idapted, he said 

ut ) i washet ide in France 

People t iV g quality construc 

ig indreat lo cle washers 
\ \\ \ er’s \ \ W \ltorte1 They are as 
Sw 1tze xact as wtos are mn pared to old 

Irvet ishioned bugg es | wenty to thirty 
2 1 il v Wasn nvanutacturers tIre- 

‘ p é 1 v used u ichined castings 
\ iy e fi ploys men with 
: e pores itomobil iking experience who 
tt | irfaces. In th 

‘ ( \ ‘ tome 

t oe yrea vear trom he 

re ( but gu ite beauty 


J IHN SEELIG Joe Barlow Barlow & Seelig Mfg. Co. plant 
| l Ripon, lh first Barlow Ww Seelig washers 
\ rT the t iced in 1908 and we all 
) l | 1 if ich Bu It witl 

1 galvanize Pp or wood tubs and 

\\ re e plung ellinge fro $10.50 to $14.00, they 
ung went ¢ opula ind powe ed ichines 

\ mulled back t int it coup \ igo vhen t 
Tt | \I Seel inuftacturing t land-pows ed 

¢ e levy : by B Vv & Seelig Was lis 

) \ mt uecd 

i voul In 19ll a un drive was developed 
\ He t i el ) Ns led It 

fir high-speed va \ ding to R. A. Fish 

1 He also worked a present production superintendent o 
g é wh eB v & Seelig Mig. Co.. but it 
( 1 ¢ t ea t lous ce mstration, and 
1912 ( ut gears were ntro 

I ene P leu iced wh 1 reduced lw noise tacto 
ICCe 1 le M Barlow at vhile a veld over the chain and 

\I Seelig ‘ 1 to build high sprocket were further improvements 
vacuu ash ind proceeded In 1915 the swinging wringer had 

yut v. Wit ew month een envisaged ind rv 1917 ill 

vere torced 1 larger i Vas ¢ ed | ese ¢ irly 
LOLL be mstru l nes \l | } Vs iad either 

res ub { l | Parl Ww & 


A treasured re'ic at Barlow & Seelig is this 
by R. A. Fish. 


|-boy power modal shown 
















Seelig built double tub washers up to 
1923 

In 1921 the firm ce veloped the idea 
a double walled tub for the 
purpose of holding the heat and 


tub, 


if having 
pro- 
inner which 


dented verv easily 


Most 


hit Ripon in 


tecting the copper 


marvelous was the idea whicl 
1926 \ 


chine was produced which sold with 


1 
Washing ma- 
two Was 
the 
vacuum 


separate 


tubs on legs. It 
Pp Ssl le to t 
washer 


P A 
swing the op ol 


around and insert the 


cup in each of the two separate tubs, 
and thus get a quick mechanical rinse. 
\ll three tubs were bowl-shaped, and 
for $150 it was a bargain, if slightly 


cumber 


some. These old machines had 
errors in their construction, Mr. Fish 
declared. For example, the oilless 
bearings would freeze in cold 
weather; years later they learned to 
lubricate them properly. Then, too, 
the vacuum principle was not fast 
enoug It worked, but the dav was 
ming when pe yple vanted some 
ehetene 1 


SO n 1927, Barl mw & Seelig Mig 
Co. made its first agitator model 
vashe Mr. Fish relates. It had a 
quare copper tub with i double wall, 
spiral gears, and at $155 was very 


However, any 
of these old 


s against what is offered today, 


uch of a bargain 
house Wile ¢ 
] 
i 


omparing one 


mode 


vould consider it very crude. 


Still tollowing public desires, in 


e came out in Ripon an 


tub washer with mechanism 


$100 


iluminun 


n oil, for hen it was begin 
ning to be realized that something 


1 
aone to 


efficient ( 


yuld be make agitators more 
msequently, in 1930 a new 
according to 


slower driv e, 


igitator was produced, 
Mr 


1 had a 
at id vet descril 


Fish, which 


ribed a 210 deg. arc. The 
gear case that drove it was better, 
ind the rack bars were eliminated. 
In a monel metal tub, this layout 
looked rather dudy. Engineers were 


it work on the mechanism, and by 


rears and 


1930 had cut it down to two g 
rhe old ones had four te 


Gunnard Oberg Dips 
Blackstone History 


\ HEN it comes to harking back 

through his- 
tory, Blackstone 
can go about as far as anybody. He 
tell you about the marvelous 
Western Washer of 1871 in which a 
t | rock the 


strong rOV 
the 


washing machine 


Gunnard Oberg of 


can 


entire tub 
agitation vary 


could 
vaffle pl ites, 


ing in ratio to the strength of the boy. 
Less powerful housewives let out 


a hue and cry for something that was 
I however, and 
wheel with a 
that dolly 
It took so much less 
looked like the last word. 


t muscle building, 
in 1890 a fly 


reduction 


no sv 
machine 
gear drove a 
came into being. 


heft that it 





NOVEMBER, 





1940—ELECTRICAL MERCHANDISING 


eight to get out of orde1 B 

lls made their appearance this 
1930 

\ttention was next devoted t 
wringers, and in 1930 a model ap- 
peared with roll stops, a bar rel ase, 


. bigger tub. The dream of a tangle. 
proof agitator was becoming a reality 
a liking 


1937 
lever con- 


Women began displaying 
and so in 
One 
for 
automatic 


ror white washers, 
this color was added. 


trol made it simpler 


handle, and an 


women t 
safety re 


lease came into being. A device whic! 
stoppe d not only the rolls of the 
wringer, but the driving mechanisr 
brought new safety into washers 


casters were an extra thought 
h eliminated a lot of floor noise 
eliminator on the motor cut 


shock 


When the year 


hazard 
1940 rolled 


Mr. Fish says, washers 


srout 
had sO ul 
muld = make 


and h 


provements which w 


1930 ulel seem awkward 


»h indle. There Was a sp ed ara 
{ example, which took the water 
[ tub more quickly. An aut 


tells 


ut of the 


tic timer today women h 
to do different fabrics (they h 
overdoing it in the old days 
enjoy a temperature gaug 


which tips them off as to the cond 


Phey h ive a pl 


is as smooth as 





Smoothness 
lint off of 
and it is not affected by 
alkali in the water and never pits 
The 
rusting today. 
1940 agitators 
all, we see the job of getting the right 
finishes licked with synthetics 

Mr. Fish that the 
greatest enemy of the washer is mois 
ture. A wasl 
is subjected to a great 
heat and alkali. Keeping it rust 
the washer manufac 
turer’s most difficult job and has beet 


big, major improvements 


less 
garment, 
aluminum and _ not 


wringer is 
Believe it or not, tl 


wash faster. Last 


has a theory 
er is an appliance that 
deal of damp 
ness, 
proof has been 
one of the 


in his opinion. 


“It was a problem back in_ thos 
days to find just what kind of woo 
best,” Gunnard. “By 


was sAVS 


time we hit on Louisiana red cedat 
the metal washer was due to come in.” 
Water power, in which you hooked 
up your machine to the kitchen sink 
then made its bow, and a compressi0 
‘hamber forced a pinion gear to mov 
This was about 1900, and believe 
there was a market 
these devices up to 1924. 
first 
can remember 
1912. It 


motor on 


abri veal 


not 


Gunnard Obers 
into bein 
has a metal dolly, w 
a board, belted to the 


The electric 


came 










Gunnard | 
considered 
wonderful, 
muscles. T 
all in thos 


tationary 
| 


ind Was TT! 


In 191]¢ 


slic 





t eC I 
il¢ noo 
ilis 

iy 197 
NT Nac 
Sone ( 


x » SEV 
When 1 

unnard 
it at la 


ls 1908 
pany 

vashing 1 
and cumb 
ng mach 
od, per 
ll on tl 


sed. It 
toll wrins 
le washy 
after rins 
tells to fa 





BETTER AND BETTER 











Gunnard Oberg remembers how women 
considered the first electric machine so 
wonderful, because they saved their 
muscles. They never thought of looks at 
all in those days. 


vheel. Nothing was covered. The 


tationary wringer coudn’t be moved, 
ind was run with 
In 1916 the 
slick to Gunnard 


vas a cylinder 


a chain drive. 
looked 
Oberg It 


machine and could be 


metal washer 


yretty 


aad in coppt r or galvanized, or i1n 


ist aluminum for from $159 to $169 


julky, slow, costly to build, ic gave 
tisfaction to that vast body of the 


11°: 1 
] 


that considered bei 
muscle 


ite in human 


power the ulti 


desires, ind drat the 


By 1924 the public wanted an 


api 


machine, and faster washing 
Gunnard Oberg thought the 
ulels were mighty pretty, and sold 


lar less money. But he hasn't 


’ + } + } } 
gotten that on these old machines 


¢ Vas a tendency for the vi] to 
ik, and water to seep out. It was 
short lived machine The clothes 
netimes tangled, and copper tub 
nted, and still at $159.50 you got 


IX to seven good years’ use. 
Whe n the 
Obe 


last 


porcelain tub came into 
rg’s ken in 1930 he felt 


+} 
tne Was 


unnard 


it at washer getting 


somewhere in cleanliness The im- 


provement of the was going 


agitatot1 g 
right along, and it was no simple task 
to figure out that was in 
tub, the 
1e number of 


something 

the 

ind tl 
minute. 


ratio to the size of size 
blades, 
strokes per 
a Anyone who has a washer ten to 
lacks the safety 
the rust proofing that bond- 
and the baked enamel gives. 
still must cling to the oil can. 
They can’t wash so fast. Look at 


this time table 


fifteen years ld 


l. It took 4-5 
dry 


hours to put a laun 
through a hand 
washer. 


operated 


2. The first 


electrics cut this to 3 
hours. 
3. The cylinder machine took 14 
hours. 
4. The agitator washer takes 1 hour. 


Women who value their time natur- 
ally want tools that keep them up to 
date.” 

The great Jove of Gunnard Oberg’s 
life, however, is the automatic washer. 
It eliminates wash day altogether, he 
and the 
laundry. It 


10 minutes. 


the 
ne down to 


need for 
cuts 
The job of creating the 
automatic was no child’s play, Oberg 
relates. He worked for a year elimi- 
nating the physical connections in the 


says, visiting 


wash til 


machine at one stage of its cvcle. \t 
inother time he and his engineers had 


forty styles of mounting for the spin- 


ner. One ball worked, he tells, but 
the others would not. Coming down 


on a cold January Sunday, they found 
was the rubber gasket that did the 
trick, ball after all. Tim- 
ing was hard to master. When finally 
the automatic was finished, it was put 
out on trial for 


and not the 


months and months. 
“[ wonder if women today realize 

how much we are putting into wash- 

soliloquizes Gunnard 


“We didn’t do half as 


old days, and the washers wert 


ing machines ?” 
Oberg. 
in the 


1 
much 


not halt as good 


A. R. Nickson Tells the Hurley Story 


bs 1908 the Hurley Machine Com- 
pany produced its first 

vashing machine. This was a large 
ind cumbersome cylinder type wash- 
ng machine. 


electric 


The cylinder Was OI 
vood, perforated. The mechanism was 





n the outside, with belts and 
sprocket wheels. Cast gears were 
sed. It was equipped with a three 


roll vringer. Clothes were fed from 
te washer thru the lower rolls and 
iter rinsing, were passed thru upper 
tells to fall on cover of machine. The 


reversing two roll wringer and the 
“a 


wringer of today, were un- 
Although the machine was 
crude in construction, women every- 


swingin; 
known. 


where could see a tremendous saving 
in time and labor through its use and 
considering that washing machines of 
that day, of the hand operated type, 
were selling at around $12.00, and the 
Thor sold at about $125.00, the re- 
sponse was really wonderful. 

3y 1911 the machine was being pro- 
duced in several sizes and styles, in- 
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A. R. Nickson of Hurley harks back to 
the day of wood tubs. 


cluding a solid porcelain model selling 
at $500. 

This is the 
tells, 
tory. 


R. Nickson 
on Hurley his- 


story A. 
as he looks back 


The machines were now being made 
with hot and cold water connections. 
\ number of improvements had been 
made, although the machine generally 
speaking was still very crude in ap- 
pearance when compared with present 
day standards. 

$y 1913 the three roll wringer had 


been discarded, “said Mr. Nickson,” 
and we were using a two roll revers- 
ible wringer. This wringer had a 


wood frame and the rolls were 12” by 
] yw ; 

By 1917 the cylinder machine had 
been definitely Mechan- 


ism was and the machine 


improved, 
enclosed, 
Was in more trim in 
had 
two top 
gone as tar as to have a 
roll 
By 1918 Hurley was turning out an 
all metal 
wringer 
“In the competi- 
tion we had also developed a Dolly 


1 


was Of the typi- 


every way 
It still 
with the 


ap- 


pearance. the wood 
wringer 
and had 


guard against the 


screws 


safety wringer 


machine with a_ metal 


meantime to meet 
type machine. This 


cal Milk Stool style. 


exposed belts 


This also had 


ind machinery and the 


wood Trane Wil 


ingel 








“By 1920 we were pr 
cylinder type washer with a swinging 
wringer. 

“By 1923 there were a great many 


1 


manufacturers the field, and they 


were making all types of washing 
machines. Among them oscillating 
machines and vacuum cup machines 


We did a 
with these but the more we 
worked with them the 
that they 
type of machines to stay in the pic 
ture permanently. We continued to 
make the cylinder type machines, and 


little 


qe 
macnines, 


experimental Wo! 


more wt were 


convinced were not. the 


these were sold in great volume 
1927 we 


itely improved upon the agitator typ 


“However, by had defin 


able to pl xluce, 


of machine and were 
what at the time was a very fine prod 
uct, and 
proved features as had been devised 
up to that time. 


“The major improvements, howevet 


as far advanced in its 


have taken place during the last six 
seven years. 

“Safety has been the main cot 
eration 
wringers. 
entirely 


with great improvements in 
Feed 
lacking in 
supplied, 
11 
I] 


boards which were 
early machines 
are now easily operated 
safety releases, ro 
drain board 
customer 


stops, automiatin 
reversal, are what the 
can expect now. 

“The present type of agitator gives 
efficient | 


more agitation 


washing action with no tangling of 
clothes. 

“Improved bearings, oil and water 
S¢ ils have bee na | led 

“An improved pump, the “Electro 


Rinse” is doing its part in adding to 
washing efficiency. 

“All these changes have been made 
gradually, hardly perceptible year by 
year, but startling when the machin 
of ten years ago is compared wi ] 


present day Thor 


The Saga of St. Joseph 


beard but P 


credited 


He hasn't a long grey 
Edward Geldhof is 


with discovering just what 


' P t yr] 
properly 
goes on in 
makes the 


describes it as a 


1: ' 
machine that 
He 


action 


i washing 
clothes clean. 


squeezing which parts the 
fibers of each thread and permits the 
soap suds to float away the dirt. 

Hiking back down memory lane, 
in his office at the Nineteen Hundred 
Corporation at St. Joseph, Michigan, 
Mr. Geldhof declares that his first 
recollection in 1921 was a vacuum 
two cup model with a copper tub, a 
belt drive, and a wooden wringer. It 
sold beautifully but there was trouble 
with the leakage of the 
chine mechanism 
rolls 
an oil can 
with the machine and voluminous in 
structions. 


water ; ma- 
and the 
had hard 


the manufacturer threw in 


noisy 


Was 


was exposed. It and 





= 
~ 


>» 


P. E. Geldhof urges that mechanical men 
be given more chances to talk over 
washing machine history with salesmen. 
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WASHERS ARE GETTINSETT 


















tors 


The seco! 


One of the things that has come in Seen from a Easy ee 
Geldhof relates. The earlier artist Sepyice Window a 


, 
ss “le: 
easy to Ci 





] t } rm : . ¢ : . and an auto! 
nuta practical He had ideas but they T is a natural thing for a family and 
’ | | last five -T . . . ae women cus 
( ne li work The last five years to think that its washing machine, ' vss 
, | rht ¢] neineere 1 th wetes acs a oo “ag 2: Pigs “we more safety 
a yrougn le eng . ina \ like its baby, 1s the finest in the 
‘ seiiieieiin round with the reeult , i . cays ross bar re 
» a common ground with the resu world, Pride of possession, familiar- ne 
] ] } h } ] , : st! nore s 
B t ‘ é ndustry that washers are much better looking itv 1 tend to give staunch support } 
itv, all fT . 4 PI " 1936 
point than they were earlier to the washer in possession. oe nt 
, | ure is going to cee legheme thet le whee the word of \gitator 
: , tu 5 OS Perhaps that is why the word ofl 


Brenn 


lt e engineers going out and meeting Service Manager, E. P. Brennan of adlaae 
] “har 4s Gest " 


fasy Washing Machine Corpora- 
i weight to the sub- 
Old-timer Bren- 








rous re 
This first 


’ ’ 1 . post, 
el erso ynita 3 onan 1odel after model that * t wi 

’ , . - 1ed Vig 

M y to get tt vas put on the market which offered b. 

‘ . . ° tub, i 
that ha it ‘ vea ECO the best mechanical brains possible at D 

ham 
nt | ; fect > ] ] — -" } 'p- 

, t t IN¢ JOT TG the time But he ilso recollects the 16 Leal 

“ad a ; Page : had foe a E. P. Brennan of Easy knows how many shelf Tull 

if ‘ erTrormance service which was neede¢ or eacl . 2 

: : nes , ‘ . : or ee . a , countless models of agitators were made wash! 
\ ve! ISU ha For examp not so long ago a type, and is shrewdly able to see what : , a. 
: 94 , ss , vs : ’ : before the present-day high efficiency itor” wi 

ilesman asked him why today’s mo was needed for progress. If the older : incipl | 

< ; he : - washing principles were evolved. actio1 

Geildhot els had lew leaks compared to. models had been perfect, progress irecti 

] 1 1 ° . rect! 

1 time could not have been made. one load of clothes. A slick bit 
“We used leather in the oil seal it The question put to E. P. Bren-_ sign on this machine permitt 
g Agitat t] Ider models,” he replied. “Now nan was “Why should a woman own- piston to go straight up and 
t t t ppens that leather through it ing an old washer that is running which increased its life. 


ble shape of blade very nature is not regular. It varie change for a new model? What did When 1922 came along, Mr. B: 


erous geometrica greatly, and hence a perfect seal could it lack—what faults did it have that man saw a washer that looked li Four I 


gn. Wi t be uc loday we use a sy have since been overcome?” God’s gift to women. It took 80 
they thetic material which is uniform and The first electric that Mr. Brennan cent less time to wash, for one thing _ pes ( 
tar reliable, and while a trivial thing it remembers was built in 1910. It There was no belt to slip. It | UW lowa, 
t eal 1 lot to a busy woman who washed with two vacuum cups, had _ straight line lever system which 1 nt of tl 
wab vesn't want to be annoyed by an oil a belt drive, and a wringer which it quiet, and an overload switch wl tb washet 
langling is seldor leak clamped to the tub. Incidentally you saved many a fuse. There were thr ny and fc 
present agitator.” ‘We believe that much progress has couldn't move the wringer, which vacuum cups on this model, instead ull of 1 
} j 11928 Mr. Geldhof been made in the way of eliminating meant dragging tubs about the base- two, and a friction turning dev sher ha 
ib fugal dryer rvice and giving users today practi nent. It did a good job of washing, which kept them rotating. The | years. 
irly inv ‘ pro chines for along but the belt frequently slipped and chanical parts were now covered In many 
luce vibration, whi veriod of years,” says Mr. Geldhof. there was a lot of clamps to screw The handsome copper tub glea g “gyral 
i} 1 small However, thet uch still to be on and off. The machine made women _ brightly in many a basement still c 
! 1 in getting back to better utility happy, and they took getting wet as Duco, a new finish made its app > their 
1 a more practical viewpoint of the part of the laundry job. ance on the machine in 1926 and t se of ac 
7 ul user’s requirements. Gadgets and trim [he year 1918 saw a new machine’ wringer got new bearings. But, say 
ng, ru are going to be of less importance and with great improvements for the time. The year 1926 saw the demand | ny thir 
( ( simpler yntrolled iore emphasis by the user will be Its wringer would swing if you pulled a spinner fulfilled, and a great d stance, tl 
t no 1 tet cost placed on ipacity, gentleness and out a pin, and it was quieter, thanks of study was given to the task ich was 
| r of today has fewer thoroughness of washing and ease of to helical gears, but there still was a stabilizing the uneven load in tor had 
ts t t ’ savs Mr. Geldhof peration and maintenance belt to slip. The wringer sported an basket. A small diameter basket 2 letness. 
y, is bet “We believe the customer is going aluminum frame, but had no safety a bearing in the top as well as | ssing. 7 
faster to become more utility conscious in the features. Women accepted the fact bottom did much to overcome the lls and 1 
very near future.” that it took about 20 minutes to wash bration which annoyed centrifug s compl 


“ups, 
e casti 





ids sto 
ictivene: 
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Paint Makers Have Toughest Battle With Washers 


pped oO 










Te not 
Conside 


fame i 


Thanks to bonderizing, finishes today are put on tighter A washer gets wet, works in a humid atmosphere, is at- Lacquers of ten years ago would have sputtered in! 


than a birthday suit. Even if the surface is cracked, tacked by alkali in water. Old timers would not have little pieces, if the metal was bent like this. Twenty 
rust cannot work under the edges of the finish. dreamed of a laboratory like this for controlling finishes. eight paint firms worked on producing a synthetiq 




















given a c 
trol. 3al 
diminatec 
flexible u 
to be sq 
more eve 
families 

put them 
V-belt cz 
Which res 
slipping. 
The y 
provemer 
Washers 

automobi 





ELECTR 





NSETTER AND 


BETTER 








much at that time. 
the thirties— 
-saw new improvement in the 
im cup washer. A porcelain tub, 
made its appearance, 
n automatic flipper board pleased 
There appeared 
safety in wringers, thanks to a 


tors so 


second vear of 
to clean, 
n customers. 


bar relea 








e. The roll stop, with 
nore safety, came on the hori- 
n 1936. 
tator model washers swam into 


ken in 1929, and he 
witness intensive and 
wus research. 


This first agitator had a high cen- 


Brennan’s 





; destined t 











Slow 


were used to 


with metal and tangling. 
tion motion pictures 
study just what went on. 

Later Mr. Brennan was to see an- 
other improvement in the form of a 
protective coating to provide a per- 
manently smooth Spiralator surface to 


mo- 


assure further gentleness and sav- 
ings in wear on clothes. Don’t tell 
Mr. Brennan that agitators are not 
marvelously superior today to those 
on washers a decade ago. He will 
wave you away. 


From 20 
Brennan 


load, Mr. 
washing action 


speeded up until it takes only 3 to 12 


minutes per 


has seen 


nost, he relates, and while it minutes. He has seen the motor lubri- 
ed orously at the bottom of cation done away with, the motor 
tub, there was little action at cushion mounted, He has seen wash- 
yp. Dozens of experiments and ing machines stylized until they look 
many helf full of models finally resulted as trig as a Lilly Dache hat 
made washing action called the “Spi- A service man doesn’t think that 
iency r” which produced a gentle roll decade old washers have won hon- 
d. sending the clothes in  orable retirement—he can prove it to 
which avoided contact you by the book. 
8) 
'\@ifour Men At Maytag Speak 
OME of the men out at Newton, made it easier to turn the washing 
S Iowa, who aided in the develop- action on and off. They got an en- 
of the first Maytag aluminum-_ closed gear case which was perpetu- 
washers are still with the com- ally lubricated. The new type drain 
ny and following is the story spoken board on the wringer caused water 
ill of the yf how they feel the to drop straight down into the tub 
sher has been improved through and cease to be strained through the 
¢ ears. garment, 
many homes today the first May- When 1932 rolled around, house- 
¢ ¢ “svratator”’ washers of 1922-27 wives got still more value for their 
still carrying on. Their owners money. The motor was set in rubber, 
p heir fast washing action, their made quieter. Composition casters cut 
yf access down noise still further. Thanks to 
But, say the creators, there were a new type of frame, the washer be- 
ny things lacking in them. For came sturdier. 
nce, there was an open gear case, $y 1940 there evolved an entirely 
sk ich was hard on passing cats. The mew machine mechanically. Eighteen 
had no rubber insulation for gallons of water greatly increased its 
lietness. Long life lubrication was capacity. The gear case was floated 
; ssing. in rubber; new, closer tolerances in- 


The wringer had small, hard 
lls and multiple lever control, which 


tug s complicated. There were oil holes 





‘ups, which women do not like. 
e castings were rough, and bolt 
stood out in all their wunat- 
tiveness. The small metal caster 
eels were noisy, the lacquer finish 
pped off, and the cast iron legs 





not the best. 





improved this washer 


19097 
I9Z/. 


nsider how 





‘came in ‘he wringer was 





a convenient, single lever con- 
trol. Balloon appeared which 
iminated much button breaking. The 
flexible upper rolls caused the water 





rolls 




























to be squeezed out of clothes much 
More evenly. In fact, thousands of 
families bought new wringers and 





+} iT 
tnelt 





put them 
V-b It 
whic 


old 


use 


machines. A 
the 


in longer life and less 


on 





came into motor 


on 






1 resulted 







slipping. 

The year 1930 saw further im- 
provement. Women who bought 
Washers after that date enjoyed the 





automobile type shift lever, which 
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creased quietness. 


signing 


New ways of de- 
the power drive mechanism 
were found that made it smaller than 
the motor itself. The ten- 
sion release was arranged so that it 
could be controlled by either a push 
or pull action, a light touch from any 
sufficing. This 
stopped roll motion. 
sign approached a 
dreamed of in earlier 
walls on the 


wringer 


angle release also 
The agitator de- 
un- 
years. Double 
tub kept water hotter. 
The water was so placed it warmed 
the lubricants and did away with any 
stiff running on cold mornings. 

It has the finishes, how- 


ever, that progress has been made in 


perfection 


been in 


new machines compared to old ones. 
Metal rusts. Washers must be around 
water. Chances are that any ten year 
old washer has a lot of rust about it. 


A decade ago washers were fin- 
ished in lacquer. Lacquer chipped 
easily as many a dealer has found 
who was faced with the choice of 


selling a chipped machine at a reduc- 


tion or patching it 


and humidity 


up. Alkaline water 
affected the finish, 
And, as every dealer knows, the finish 


too. 


has to stay good long after the machine 
is paid for. 

First of all, it is known today how 
to clean metal for Next, 
synthetics have been created that were 


finishing. 


especially made for washing machines. 
It may safely be said that up to 1937 
few paint makers paid any attention 


to the subject. Finishes wouldn’t 


stand abrasion, such as given by 
dragging clothes across them. Nor 
were they much better under hot, 


steamy conditions, alkaline waters. 
It was a long job to determine just 
how were to be 


they were to be 


metals cleaned, how 


treated, and how the 


finishes were to be applied. But with 


that determined on, some twenty-eight 


° ae 
paint told that the 


companies were 
washer needed: 
1. A finish that was non-sticky 


when hot. 


2, One which would stan¢ 


x A Would bear 


4. Stand abrasion. 


5. Had good appearance and gloss. 


6. Had good adhesion to m 
7. One which would stand u 


Che first try resulted in 
good. The techni 


of four companies were called 


ples, none 


fifty 
-al men 


etal 
la 


p under 


Sam- 


in and 


these tried again. Eight more sam- 
ples resulted, and still none were 
good. They fell down particularly on 
the alkali and abrasion tests. One 
paint company stood out, and finally 
from its formulas the present day 


were evi ]y ed. 
applied to 


finishes 


causes the synthetic 





tighter, result in 


rust proofed metal 


These finishes, 


which 
much 


hat will 


stand up so far As the surface is 

concerned in almost any circumstance 
1 ’ 

\ll parts are primed on today’s ma- 
af “ee er , 

chine, with the result that hidden 


surfaces will not rust. 





W. K. Voss remembers the days when people won- 
dered whether metal washers were here to stay. 


As W. K. Voss Saw It 


66 NCLE BILLY” Voss, who 
built his first washing machine 
in his Davenport, lowa, woodworking 


for his 


shop as a gift mother, ap- 
pointed his son, W. K., to carry on 
in his footsteps mechanically. 

As one of the pioneers of the 


washer industry, Electrical Merchan- 
dising asked W. K. Voss to tell his 
story of washer evolution. 

“We produced our 
model in 1910,” he 
had a hand operated wringer. 
came 


electric 
“but it 
Next 
1912 model with the power 
which had an idler 
and a foot pedal. You pressed on the 
pedal and the one-way wringer came 


first 


relates, 


the 


driven wringer 


into operation. It was crude but the 
public thought it was wonderful.” 
The year 1913 saw a model with 


more improvements. It had a 


wringer 


with a chain drive and a clutch. The 
wringer couldn’t swing, but it was 
reversible. This model washed with 


a wood dolly, and one of the 
was in keeping the 


drying out. 


wooden t 


The wooden dr 


troubles 
ub from 


ain plug 


also would swell up and stick. 


When the first World War 
the company had 
triple tub machine 
production line 
sliding wringer and 
but refused to carry 
bulky machine on their floors. 

The swinging wringer was 
idea in 1917, and Mr. Voss 
out that it did away wit 


geni us device 


another 
hin} 
which 
washing. It 
people 


dealers 


which 


(Continued on 





came on 


idea—a 


permitted 


had a 
liked it, 
such a 
1 great 
p ) nted 
in in- 
ed tubs 





















Making REFRIGERATOR L 


By Clotilde Grunsky : ea | ag an 
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the time it 
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Se service plat 
a und with 
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price is | 
company < 
Winging it 
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Every re 


ABOVE BELO 

William Vogel, president of Appliance Service Puttin 

Corp., Los Angeles, stands between a traded: of ur 

refrigerator as received (left) and a re-cond Corp. 
tioned refrigerator (right). 

} if 


44444aed sss) 
CORRE RRR PEP: 
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am 


Re-building compressor units at the workshops of the Anpliance Service Corp. Forty people work at the plant 


which has a parts inventory alone of $62,500. Dealers using Appliance Service Corp. facilities signs up to have 
all his service work done there. 


f 
| ée 
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NG 





right now- 





ynutacturer. When a Southern Cali- 
mia woman part for 
wants it 
not in several weeks, about 


needs a new 


vacuum cleaner, she 


the time it takes to get it from the 


eastern 


factory. She can buy the 
ecessary part directly or through het 
from the Electrical Appliance 
Service plant at 918 South Flower St., 
nd with modern 
nunication and 

un have it the same day or the next. 


jealet 
methods of com 
transportation, she 
Vogel entered the refrigerator re- 
mditioning business about a year 
wo. Noticing that electrical dealers 
arely were breaking even or were 
sing money on trade-ins for want of 
sticking to the blue book trade-in al- 
wance and a central plant for recon- 
litioning boxes, he evolved his present 
plant to take the hit and miss angle 
ut of this phase of selling. It is 
ased on the plan of a company which 
as been operating successfully in 
Philadelphia for a number of years. 
This is how it works: 

Each dealer using \ppliance Serv 
ce facilities enters into a contract to 
ave all work of this kind done by the 
company. The 
price is based on 


reconditioning 
volume, and the 
company cannot give it to a 
ringing in a single box. 

The dealer delivers his used refrig 
erators to the plant and calls for them 
when they are finished. All work i 
lone for cash. 


low 


dealer 


Every refrigerator which is reaso1 


BELOW 


Putting in new refrigerant and testing the controls 
of units at the plant of the Appliance Service 
Units are guaranteed for a 


Corp., Los Angeles. 
90-day period. 
; if 
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TRADE-INS SULABLE 


Electrical Appliance Service Corp., Los Angeles, 


is helping cure Southern California dealers of their 


trade-in headaches with a centralized 


ably complete and salable is thor 
oughly reconditioned, including re 
pair and reconditioning of the me- 
chanical unit, refinishing interior and 
exterior of the cabinet, replacement 
of hinges, latches, trays, shelves, door 
gaskets, and various changes to in 
The re- 
‘onditioning plant is separate from the 


crease operating efficiency. 


company’s service plant and is located 
it 2828 Newell St., in the city’s indus- 
trial district. Five thousand sq. ft. of 
floor space is occupied, and the plant 
is equipped with all the special ma- 
chinery necessary for a trained staff 


of ten men to do a complete over 
hauling job. Roscoe Miller, well 
known Los Angeles service man, is 


superintendent. 

Reconditioned boxes are guaranteed 
for 90 days from date of installation, 
the warranty and 
parts within a radius of 20 miles from 
Los Angeles, which is the 
area of the \n improper 
cycle installation voids the guarantee 

The makes it 
necessary for him to abide by Appli- 
ance Service’s decision 


covering service 


business 
company. 


dealer's contract 
as to whether 
the refrigerator is suitable for recon 











service 


ditioning at the flat price. If it 1s 
not, the dealer has the alternatives of 
arranging for a special price covering 
reconditioning, taking back the refrig 


erator or accepting from Appliance 
Service one-half of its National 
Market Index value. In this case, 
the box is used for salvage 

The $25 reconditioning service, on 


sealed motor boxes includes complete 
rewinding of 
modern light oil and other efficiency 
According to 
Vogel, the present popularity of sealed 


the motor, change to a 


increasing changes. 


units is one basis for his business. 
The ordinary department is 
not equipped to do a good job on re- 


service 


building this type of unit, and _ his 
company has all the necessary special 
equipment. Cleanliness is one of the 


main factors in working with sealed 
motors, he states. The motor has ori 


fices smaller than the head of a needle, 


and tiny particles of dirt 
trouble if the work is not 
fully. 


can Caus¢ 


at me care 


If refrigerators located outside the 


radius of Los 
parts—motors, 


pressors or complete units 


20-mile 


defective major 


All re-conditioned refrigerators undergo a final test at the Appliance Service Corp. plant. 
tors were reconditioned at the plant last year. 


in Vogel's opinion. 


Angeles have 
coni- 


these may 


Flat price reconditioning of trade-ins is the answer to dealer profits, 








be returned to Vogel’s factory, wher« 
they are exchanged free of charge and 
re-shipped pre-paid. Regular service 
of this kind has been provided dealers 
is far north as Taft and Watsonville 


which 


he 1,200 boxes were re 
conditioned at our plant last year 
looked like the day they were un 
crated, and they operated as well o1 


better,” Vogel states. “Of course we 
cannot change the design to make 
them look like today’s latest models, 
but we 


good appearance, 


can give them their original 
and increase theit 
effic iency so that they are very accept 
able to afford 
to buy a new refrigerator.” 
Adherence of 
trade-in 


families who cannot 
dealers to blue bool 
allowances for used 


is one of his favorite promotions 


boxes 


“Most dealers allow too high a price 
for the old box and shut 
out of a re-sale profit,” 


themselves 
he averrs. 
“If a dealer gives only the N.M.L. 
listing, he easily can add the recondi- 
tioning cost and sell the box for a 
profit. 
blue book price of $10 for a used box, 
pay $20 to have it 


tioned and sell it at a pront ata price 


For example, if he allows a 


he can recondi- 
around $59.50 

“T believe we are providing a neces- 
dealer a 
Un- 


less the work is done right, the dealer 


n giving the 


sary service 
guaranteed reconditioning job. 
loses money, so the progressive dealer 
quickly sees the advantages of having 
his boxes overhauled by experts.” 
























Over 1,200 refrigera- 
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fit of 2 
| on the cost of retailing appliances s 
! \ the 
ry ' oe 
‘ det 
-) . th 
By Ernest C. Hastings : 
; : siness th 
1 return to The chart published in September divisions of expense that require . 34 
: Next nt the hor ind buggy day f bus proves this to be very exceptional with — trol. These divisions of expense s] 2 
Not at all—although a hell of — electrical dealers selling major ap- be considered, for purposes of aot 
ide during that pliances. Out of the 24 companies, 13 as individual jobs or problems c, , 
nade a profit and 11 showed a loss The statistics show if the ent 
No, W ire heartily in tavor of Let us study the management oft control job in from one. to a 
f they are used as a yard these loss and profit companies. Tak- stores had been confined to at 
» measure the ability of manage ng first the stores that show loss. store the net loss would have ha 
eir only function o1 ’ssentially the electrical dealer's 18.3 percent See table num) f 
l WwW Pu management job divides itself into Six O)n the ther hand f th best . wor 4 
k 
| Iten inag ! wught 
i the man 1 wh | iT 
b i busine Phat 
t corres l'rue management is These tables are compiled from the figures published in onus 
ecing that eve lepartment il . 
airy ang te gh ti ~eeetet September 1940 ELECTRICAL MERCHANDISING, showing eupe 
he 1 efherency. the percentage expense of retailing electrical appliances. the | 
For purpose of analysis and to arrive at goal figures, the sone 
TABLE 1 TABLE 2 TABLE 3 
LOSS STORES MAXIMUMS LOSS STORES MINIMUM PROFIT STORES MAXIMUM PR 
No. stores No. stores No. stores 
Percent n each group Percent in each group Percent in each grour 
Cost of merchandise sold 72.8 Cost of merchandise sold 55.7 Cost of merchandise sold 80.9 Cost of 
Gross margin 27.2 Gross margin 44.3 Gross profit 19.1 ae 
Occupancy 9.4 3 Occupancy 1.9 | Occupancy 6.4 | —_— 
Total sales 16.5 4 Total sales 8.8 3 Total Sales 14.6 | Total sal 
Total publicity 6.3 | Total publicity P | Total publicity 5.7 2 Tiled ood 
Administration 19.3 2 Administration 4.8 | Administration 11.6 3 ne 
Servicing bt. 2 Servicing 2 I Servicing 10.2 | Servicing 
Other costs 12.9 2 Other costs | | Other costs 5.9 2 Other 
75.5 19.2 53.8 
Loss 48.3 Net profits 25.1 Loss 34.7 
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) res ed by mo one to 

tore | been concentrated in 

ire there would have been a net 
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, results seem ridiculous but it 
the pa management plays 
test 
) ve Va littie more atten 
detail ld have returned a 
the 1] es showing a loss 

. ‘ 
o ft i¢ 13 stores showing 
‘ ult i even more 
, , 
1) est yobs of purchase and 
in from one to three 
mcentrated in any one 
an ee ‘ 
ere W ul lave peen a net 
34.7 percent See table num- 
3 
S r led divi 
. % 

pre | Vv nN me to 

( uld have been com 

| 

t il dealer, there 
] hy ? ney 7 *f 
) l l ly 1el 

1.3 vercen See table 

} 


figures are 
the 
books of reputable sellers of refrigera 


Please bear in mind the 


not ours. They are just from 


tors, washing maclrines, ranges, clean- 
etc. 

Now let us take the guys that did 
the poorest and the best jobs of man- 
plus all those in 
Then let’s throw them into a common 
pot and boil turn to get 
the average performance for the 24 
major appliance merchants. This is 
the table shown in September issue. 


ers, 


agement between. 


them to a 


The result is a two percent net profit, 


Not a lot but a damsight better than 
i loss. 

Look at accompanying table num- 
ber 5 and you will be surprised to 
note how many stores are doing bet- 
ter than average. In fact most of 
them are. The only exception is oc- 
cupancy which is one of the chief 
cancers in appliance selling. But it 


can be cured if treated scientifically. 
The bit of a 
tion for sticking his neck out. 


writer has a reputa- 


Here 
There 


goes for about a six inch stretch. 





accompanying tables bring together the percentage of 


expense for the six operating divisions of the loss stores and 


the profit stores reporting. Tables also show the number of 


is no reason, with even reasonable 
management, why an electrical dealer 
should not make a minimum net profit 
of at least 5.5 per cent. 

Table 
bility of the above rather rash state- 
ment. But is it rash? Note that half 


or more of the 24 electrical dealers are 


number 6 proves the possi- 


now doing as well or better than our 
figures 

We are prepared to receive a lot of 
letters to this effect, “If 


goal 


you are so 


damn smart about appliance selling, 
why are you not a millionaire?” 
We'll give you the answer so as 


to save a three cent stamp which will 


help to reduce your “Other Costs” 
item. 
First, we are not smart, for we only 


use figures supplied by electrical deal- 
ers on the job. 

Second, we mil- 
govern- 


We 


want to be a 
the 
of us. 


don't 
lionaire for if we were 
ment would worry hell out 
don’t like to be worried. 

Going back to the table in ELectri 
CAL MERCHANDISING of September 


there are three items which do need 
to be explored much more thoroughly 
» do to date. 


administration 


than we have been able t 
‘hey are 
and 


occupancy, 
servicing. Perhaps you wonder 
why sales costs were not included as 
a fourth. 
problem 


The answer to the selling 
is letter perfect. Only trouble 
either too 


s too many merchants are 


skeptical or too unwilling to accep 
] } } ' he 
What has been proven to be the 


expensive and most efficient 


putting major appliances into the 
1 
lome, 

\lthough we may write an article 
on occupancy, ad inistt ition md 


service at a later date we can 


it 
vou in a few words the 


duce your 


percentages i they ire 


higher than the goal figures shown be- 


low in table 6 

Occupancy—forget your pride. Your 
name in red neon light m Mai 
Street is swell if it does not make red 


profit figures on your books 
Administration he 
other 
Servicing—don’t bh 
for 
doing. 
The Mayor 
of America’s 


yourself and executives 

alt uid to cl 
what you do when justified in so 
ippliance industry Is One 
great industries i 
there is a ch illenge to do a better 


better job in the exch inge ot 


and services. As this is ac lt 
result will be reflected in net profits 
Don’t let figures confuse you Let 


them be only a way to measure the 
job you and your associates are doing. 
The 


interpreted in terms of the 


scores of a football team are 
ibility of 


the coach. You are the coach in sell 


ing electrical appliances. Your ability 
is reflected in the last figures on the 
financial statement—profit or loss. 





TABLE 5 
AVERAGE COSTS 24 STORES 


No. stores 


in each group 





ELECTRICAL MERCHANDISING—NOVEMBER, 


No. stores doing 
as well or better 


Percent than average 


TABLE 6 
GOAL FIGURES 


Out of 24 stores 


Percent No. now doing 








4 Cost of merchandise sold 


Gross margin 


Occupancy 
Total sales 
Total publicity 
Administration 
Servicing 
Other costs 


wn—- uh 


Profit 


i stores in each percentage group. 
TABLE 4 
PROFIT STORES MINIMUM 

pci Percent 
Cost of merchandise sold 58.4 
Sross margin 41.6 
Occupancy 1.1 
Total sales 4.7 
Total publicity 1.1 
Administration 2.3 
Servicing 7 
Other costs 4 
10.3 
31.3 


1940 


64.9 11 
35.1 


3.5 11 
11.4 16 
2.6 16 
78 13 
4.6 14 
3.5 15 


33.1 
2%o 


Servicing 
Other costs 3 14 


Net profit 


Cost of merchandise sold 65 14 
Gross Margin 


35 


Occupancy 4 16 
Total sales cost 10 12 
Total publicity 2 12 
Administration 7 12 


3.5 13 


29.5 
3.9 
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od ouster fan WHY 


ca oe Y — BRIGGS & STRATTON IS PREFERRED POWER! 


of Machines, Tools, 4 

farms ond industriel Use a : East — west — north — and south — you will find authorized Service Stations, 
manned by factory trained men equipped with special factory tools, ready to 
take care of any emergency — to adjust, repair, or rebuild any model of 
Briggs & Stratton motor, even though it’s a veteran of 10 or 20 years of service. 
This nation-wide authorized factory service is maintained to protect 
your investment in Briggs & Stratton gasoline motors — an important 


added advantage recognized by manufacturers, dealers and users. 


BRIGGS & STRATTON CORP. 


MILWAUKEE, WISCONSIN, U.S.A 
IT’S POWERED RIGHT WHEN IT’S POWERED BY BRIGGS & STRATION te 
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The Adequate Wiring way has paved 
the way for the easier sale of electrical 
appliances”, says V. Clark of the Clark 
Electric Company, Chattanooga, Tenn. 


AMILIES who live in ade- 
quately wired homes are good 
prospects for electrical appli- 
-e sales. In other homes where out- 
are as few as the proverbial hen’s 
th, where the straight-jacket of 
‘cessive voltage drop makes appli- 
es do their work in slow motion, 
‘families are not good prospects. 
Electrical dealers and contractor- 
ilers have a real stake in their 
al promotions of adequate wiring 
the very sufficient reason that 
thing they have for sale will work 
t all without wiring. 
Many progressive dealers give due 
nsideration to this fact. They visu 
ize their sales as something more 
in wrapped packages handed across 
e counter, or boxes loaded on their 
livery trucks. They are doing their 
it in trying to make certain that the 
ectrical servants they sell will get a 
juare deal at their new owners’ 
mes, that these servants will not be 
inked around in search of an outlet, 
r cursed for slow work, or, worst of 
ll, kicked up on a shelf to gather dust. 
hese dealers are doing a job that is 
‘much a part of their business as 
lvertising, maintenance of _ stock, 
nowledge of products and servicing. 
Other dealers are prone to side-step 
€ wiring question. They are sell- 
g lamps and appliances, they say, so 
hat’s all the shooting for? The 
ooting, gentlemen, is aimed at the 
lequately wired home and is pro- 
cing more customers, better pros- 
and more sales. Adequate wir- 
g promotion is getting results. 
For two and one-half years, the 
National Adequate Wiring Program 
is been working for the benefit of all 
ranches of the industry—and the 
ealer is right in the middle of the 
cture. Here are just a few angles 
W. promotion that should be of 





a 


Howard A. Christianson, left, of the Christianson Furniture Stores, Salt 
Lake City, Utah, is presented with a certificate of Adequate Wiring by 
Arnold Sieverts, contractor. 


direct interest to every live dealer. 

At the beginning of 1938 there were 
some eight or ten centers promoting 
wiring. Today approximately 3,000 
cities and towns are doing something 
about home wiring through industry 
groups or company activities. 

From 1920 to 1936, inclusive, only 
four articles on home wiring appeared 
in all of the national women’s and 
home magazines. Today, the circula- 
tion of articles in all of these publica- 
tions, plus those in the architectural 
and building fields, is in excess of 
108,000,000. 

Some might say—108,000,000 people 
have read something about adequate 
wiring. These articles are published 
by magazines to be of service to their 
readers. Just as the appliance needs 
wiring, the value of better wiring is 
presented in terms of what it means 
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Signs like this in the store of the Brandt 
Electric Co., Si. Louis, do much to fur- 
ther the cause of Adequate Wiring. 


Adequate Wiring 


means Business 


The three-year record of the Adequate Wiring Bureau 
finds 3,000 communities actively promoting good 


wiring and creating a market for appliance sales 


in electrical livability to the family 
in other words, in relation to the serv- 
ices home wiring must perform in 
collaboration with lights and appli- 
ances. 

Folks in your town are reading 
these articles. Architects and build 
ers are reading them. Demand for 
adequate wiring is building up and 
every step along that road cuts down 
a step on the path of sales resistance 
from your counter to somebody’s front 
door. 

To get back to the national picture— 
the forces of newspaper publicity and 
advertising, of billboards, of demon- 
stration all-electric homes, of radio, 
are today making the American people 
adequate wiring conscious. These 
forces were conspicuous by their 
almost total absence only two years 
ago. Which just shows what can be 
done with a little organization. 

How about results? Let’s take a 
utility survey on current consumption 
which is a perfect yard-stick for light- 
ing and appliance sales. One hundred 
new, certified A.W. homes were com 
pared with the former homes of the 
same customers. Those families who 
used electric ranges in their old homes 
increased their average monthly con- 


(Please turn to page 72) 








Likewise this sign in the window of the 
Benjamin J. Brown store in Trenton, 
N. J., helps the A. W. cause. 
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GS rewart-Warner-at French Lick... 


Points 


to 4] 


Distributors Preview New Models 


» mE 


sistant general sales manager (right 
Cc. C. DeWees 
bus Treffeisen is resting 


advertising manager 


Trefleisen shows a demonstration one can give with 


ps anda a busneitu of ce cubes 


for 


James S. Knowlson, Stewart-Warner Corporation 
president, painted a picture of the appliance in- 


dustry and national! defense. 


East is east and west is west, but they meet at French Lick. R. G. 


Dorrance, G. P. Counselman 


R. G. Quinn and C. M. Bachrach of 


Pittsburgh, break bread with C. D. Pottenger and H. H. Plunkett 
of Wichita. 


This crowe is full of “Sho 
Nufts. It contains Furman 
Ferguson of Charlotte, N. C. 
N. R. Casey of Knoxville, Jack 
Rhodes of Louisville, O. N. 
Shaw, Charlotte, and J. W. 
Hasson of Knoxville. 


E. S. Brinsley of C.I.T is giving 
an earful to L. L. Kelsey, radio 
sales manager, Frank Helderle 


Stewart-Warner district man- 


ager, and Frank A. Hiter. 


F. A. Hiter, vice president, 
makes a decision as Sid H. 
Rogovin of Stewart-Warner 
(left) and H. E. (Shorty) 
Sherman Jr. of Los Angeles, 


wait. 


R. T. Lawrence of Stewart- 
Warner says ‘how's tricks?” to 
Art Marquardt of Boston, and 
J. O'Donnell of the Graybar 
Company. 


Camera shy G. F. Griffith of Indianapolis consents to 
pose with Charles R. D'Olive, mgr. Household Appliance 
Div. 


; 
’ 


& 


+ 
Pal 


= 


Great credit must go to J. C. Elliff for the carefu 
organization of this convention. Everything popped out 
like jacks-in-the-box as T. C. Crandall and Harry Lee of 
Detroit, and Art Tiller of Richmond, Va. are discovering. 
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PREMIED 


season—PROFITS! Backing up this broad, complete line that meets every selling need of I Hh ] | 
TAL 


“tee 
ii] 


Here’s Proof* of the Big Head Start You Get with Premier! 


Premier's big Christmas promotion talks a language that sounds mighty cheerful in any 


is the strongest, most complete national and local sales promotion plan in Premier history. 
The Saturday Evening Post, Good Housekeeping, Ladies’ Home Journal, Better Homes 
and Gardens, American Home—they’re all working for you with a campaign that 
features full-page color ads on the Premier Partners. And a special Christmas window 
display is helping too! Get all the facts—then get going! Step ahead with Premier. 


Hi 


REMEMBER, PREMIER VACUUM CLEANERS ia 
ARE SOLD EXCLUSIVELY E ARE Youp « 
THROUGH RETAIL DEALERS. PREMIER perl 


} Nationa! Magazine Ads 


x Christmas Wi 

i . 
3. Super-Sentin . ndow Displays 
4. Coop 


NORTHERN UTILITY COMPANY. ‘‘Never have we had the suc- 
cess in the sale of vacuum cleaners we've had in the last 90 days. 
Nearly 100% of our business done on Premier combinations.” 





Pp 4 E M I E 34 D | V I ~ | 0 N 1734 Ivanhoe Road « Cleveland, Ohio 
Premier’s Christmas Promotion sounds like glad tidings—but you'll 


have to SHOW ME! Please send all the facts—AT ONCE! 


Electric Vacuum Cleaner Co., Inc. Bow 
1734 Ivanhoe Road MCT ET CM Ce! Address 


City 
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The white clapboard Electric Home in the heart of the Nashville business district 
strikes a new note in store exteriors with its home-like appearance. 


New Front Helps to Sell 600 Ranges a Year 


a a irling store!” That’s 
; t vay women gush when 


ured numbers of profitable customers 


in this way.” 


t Once Electric 


inside the attractive 


é 2 irch_ stree Home, the customer does not see a 
Nas floor jammed and crowded with a 
In the heart of Nashville’s busiest hodge podge of displayed items. In- 
ping I Home stead she sees ranges, refrigerat Ts, 
tally i ik washers and water heaters arranged 
le want t in and see what’ much as they are in a home. [ach 
iC front simulate white range has its own little display booth, 
) ore | lay w so that every stands out indi 

\ ‘ ws \ vidually 
f \ v boxes In buying a range,” said Mr. 
| c that Townes, “women are affected by the 
1! t sub ume underly ng p inciples of sales- 
| r \ inship and display is control the 
A ui 1 nt like ours does in selection of a gown or a hat. In a 
f t iid R. R. Townes smal iat shop the customer sits 
g p ig peopl ywn while the saleswoman brings 
t ink we er hats one by one. Ranges given 
600 g 1 yea spite individual display also make buying 
e fact that w ncentrate som« easier Phe ustomer’s attention is 
nship on ranges yncentrated on the one range at 
We t pay keep a vhich she is looking. She may want 
nat the d Whe ) see several models, but while she 
1 Ww " p ‘ r nteres s looking at one she gives it her un- 
he g eep into the livided attention when some particu- 
idows vy gre gr nearly ul eans is used mcentrate her 

ways bring side. We’, teres 





R. R. Townes contends that women buy ranges as they buy hats which is why 
he uses individual display for each range. 
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and 


comes 


The name address of every 
who into the Electric 
Home is added to the mailing list, if 
there seems to be any indication that 
she can be turned into a customer. 
A customer who has bought any ap- 
pliance is considered too valuable ever 
to be dropped from the mailing list 
unless she moves away from the city. 
The seven salesmen call regularly on 
these following them up 
until the customer is ready to buy 
another appliance. 
he Electric Home was designed 
to make customer want a com- 
pletely equipped electric home for her- 


woman 


customers, 


every 





This “kitchen made for a man" stopped traffic at James McCutcheon & Co. 
New York City. 





self,” said Mr. Townes. “After sh 
once made the start, with a rangé ured and 
a refrigerator, which is usually , newspa 
first items bought, it is up to us lone wi 
sell her a home laundry, water h 


pint. Ar 
and stoker. If she is able to buy tive quic 


toasting, 


doesn’t buy from us, it is our ow iodern 
fault. We have fallen down sor wrry af 
where along the line, from the spectivel} 
the customer first came in or was c “ans ane 
tacted at her home by our salesma: would aff 
But when seven salesmen sell 6 ly. a las 
ranges a year, besides a large volu not to fo 
of other appliances, it is indicat anarv a 


that they do not often “fall 
along the line.” 





Deta 


Deta 


LRE 





A Kitchen Made for a Man An 


MID the somewhat more digni- 
A fied surroundings found on the 
first floor of the James McCutcheon 
ind Co. store on Fifth Avenue in New 
York City, an interest-creating dis- 

bl during late summer 
which flaunted that time-honored mas- 
cry “My wife’s gone to the 
Wallace Speers, McCutch- 
eon vice-president and originator of 
the display, built that idea into a few 
feet of valuable floor space with a 
libera sprinkling of choice foods, con- 
venient gadgets, and General Electric 


play ylossomed 
culine 


country !” 
| 
i 
tyr 4 - 
appliances. 

Circular in form and gaily decor- 


ated in red, white, and blue, the dis- 
play was built around an easy chair 
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building 
‘olonial- 
night, tk 
recently 


“Dad” 
and a special apron, invented by M: 


with lettered across its bach 


Speers, ready to be donned. The attentior 
was on a track so that it would s tached « 
easily back and forth. Magor equ ‘urb in 
ment within easy reach consisted is brilli 
air conditioning unit, an electric dis 2 comp: 
washer, a counter-height electri I and is g 
frigerator (well-filled), a studio-ty trian a 
electric range, and such smalle motorist 
vices as a food mixer, electric t show v 
kettle, automatic toaster, automat aa 
“a Pieces: fear, at 
coffee maker, waffle iron and _ .a! ee 
, pear in 
wich grill, table lamp, and pler mn an 
pots and _ skillets. The novel yu llusion 
was supplied by a few of the Spee! ances j 
inventions, such as a device to ke suggest 
bread moist and to disgorge i ! lends i 


ELECT 





oe] WY 


SS 


) 
5 NG 


ired and spewed out corn flakes, 


spectively. 


vould afford an attractive menu. 








} 


which meas 
and 
newspaper holder. The coffee cup 
hold approximately a 
An electric clock of the execu- 


sting, a contraption 


ne would 


tive quick-reading type, and a small 


lern radio 


supplied the urge to 
reason to linger re- 
Most of the food came in 
bottles, but used expertly 
Fin- 
, a large hanging sign urged father 


feed the 


urry and the 


and 


to forget to mail 


put out the cat. 


7 
letters, 


ary and 





Detached show window of the Sampson Electric, Los Angeles. 


Incinerator Helps to 

Sell More Appliances 

B’ selling an incinerator designed 
to match the electric range, 

i. ce and Son of Reno, 


Nevada add about $55 to the amount 
f the sale and at the same time pro- 


Saviers 


vide for the heating of the customer’s 
kitchen in winter. Incidentally they 
insure the continuous use of the elec 


tric range, as without such equipment, 
the customer in districts where house 
but 
in the 


furnaces are not where 
extra heat is required 
Is apt to keep the wood | 
n the kitchen and not to make full 
use of their modern equipment. Inas 
much as pride of possession and in- 
the appearance and 
cleanliness of an all-electric kitchen 
is one of the prime arguments for the 

electrical equipment, it 
is bad business to allow the purchaser 
to keep the kitchen in its antiquated 
The incinerator equipment is 
finished in enamel, 
matching modern electrical units, and 
is so designed that although no cook- 
ing is ordinarily done on its surface, 
it can be used in an emergency wl 
heavy winter snows interrupt service 
in mountain districts. 


‘ommon, 
winter, 


stove set up 


terest in modern 


other 


sale of 


State. 


®. - 
white or cream 


en 





Note colonial type 


store in background. 


Detached Show Window 


yew ADY well 
Angeles for its 
building in the form of an adapted 
lonial-style home, floodlighted at 
night, the Sampson Electric Company 
recently attracted further favorable 
ention by the addition of a 
ied display window located at the 
urb in the f 


Los 


store 


known in 
attractive 


= 


front of the lot. This 
rilliantly illuminated at night, with 
4 company sign in silhouette 
nd is guaranteed to stop every pedes- 

n and a fair proportion of the 
pass tne The 
the the 
ear, architecturally arranged to ap- 
pear in the form of “bay windows” 
an old-fashioned home, give an 


abc ve 


ists who ] 


place. 


show windows of store in 


ion of looking in at the appli- 
ances in their natural habitat. The 


suggestion of natural rooms in a home 
itself on the floor to a 


sales 


ends 
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certain degree of 
sales talk. 


privacy during 


for shoppers who come in their own 


cars. 


s The paved area in front 
of the house offers drive-in facilities 


Hake 4 ° 


qiTeHenette 





Frank's Hardware in New York City showed what could be done in a kitchenette 
in the way of cooking with small range units. 


Cooking in the Window 


66 RANK”, of 
& Electric 
Avenue, New York City, 
instead of merchandise. 
His idea was that people like to be 
able to cook at home; to entertain 
friends for dinner, bake a cake, fix 
breakfast or a midnight snack. ] 


Frank’s 
Shop, 


Hardware 
1352 Sixth 


sold an idea 


y 
in the 


neighborhood of Frank’s store, there 
ire dozens of business girls and 
bachelors, living in apartment hotels 


where they have no cooking facilities. 
These were Frank's potential custo- 
mers. 

On Saturday night, 
the merchandise out of 
and 
corner of a living-room, typical of 


he apartment hotels. In it 


Frank took all 
his window 
re-dressed it to represent the 
those in t 
he put an “Everhot Rangette,” show- 
ing exactly how an efficient, attractive 
little kitchenette I 


made by 
using only two square feet of the r 


could be 


OTN. 


Co-operating with the Swartzbaugh 


Manufacturing Company, makers otf 
the “Rangette”, he employed a pretty, 
blonde demonstrator who, all 


cooked complete meals in the 


1 
ne 
iong, } 


window. Continuous crowds watched 
the demonstration all week. As the 
demonstrator made pancakes, or 
broiled steak, she held up cards ex- 
plaining the various operations, and 


the audience was invited to come into 


the store and sample the food. (Some 
of them did pretty well in getting al- 
most complete luncheons ). 

Frank’s “human-interest” angle sold 


over $300 worth of “Rangettes” that 


week, and a tremendous amount of 
allied merchandise, such as glass [ 
fee-makers and cooking utensils. 
a very interesting point about it is 
that his carry-over sales for the week 
following the actual 


were just as great. 


demonstration 





Two Christmas Windows 
From the Coast 





The Barris Hardware Company of Los Angeles demonstrates 
that it does not take a large window to tell a complete story 
of electrical gifts for Christmas. 


1940 


Bower and Button of Los Angeles illustrate what can be done 
with an all electric window, very simply designed, to 


pro- 
mote Christmas sales. 
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See your distributor today for 
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‘Thoughts at 
a Glance 
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OMETIMES the stories we 
tell to youngsters furnish 
mighty good material for the 
business behavior of grown- 


ups. The old saying, “Nine 





tailors make a man,” is a good 
example. 


You probably recall the old 


INOWwS 





English legend about the waif 
who, hungry and cold, ap- 
pealed to a fashionable Lon- 
RE AOE: 5 oO in aiid Sanat ne ont RI URN ae ies don tailor for help. In his shop 

p were nine journeymen. They 
liked the boy and each of the 
nine chipped in and staked 


NEW RANGES 


, 
2 
3 
#& : 


NEW REFRIGERATORS 


the lad to a little fruit cart. In 
time the young man became 
a prosperous merchant. He 


adopted for a motto, “Nine 


A SENSATIONALLY NEW 
“MYSTERY” APPLIANCE 


tailors make a man.” 
In our complex scheme of 
business today, you and we 


are dependent on our “nine 


WATER HEATERS, WASHERS, 
IRONERS, CLOTHES DRYERS 


tailors.’”’ Salesmen, distribu- 
tors, engineers, merchandisers, 
production men, all are our 


“tailors” who keep us going. 


MORE AND BETTER 
ADVERTISING 


They literally make our jobs. 
And, of course, you and I make 
their jobs. 

We believe that everybody 


gets along better when each 


POWERFUL NEW SALES PRO- 
MOTIONS, PLANS AND HELPS 


tries to understand the prob- 
lem of the other fellow. It has 
been a good practice for us in 


See Your Distributor for Advance Information the past. It will continue to be 





our policy in the future. 


Adcaule Llp. 


a 
Vice-President 





Edison General Electric Appliance Co., Inc., 5620 West Taylor St., Chicago, Illinois 











$194 Gyopliauces aud Plana 
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tasy Payments” No Longer 
a Business Getter 











With everybody doing it, P. J. 
Martin of Akron’s Dollar Stores 
turns to specialized service 





Here in Atlanta you can mortgage your 


fu ure salary 


~ ght 

Atron has a lot of houses that copy the 
Dollar Store installment idea—but Mr 
Martin feels they don't copy the Martin 
udgment. The Dollar Stores stress con 


venience—for example, should you buy 








@ gun from them they will also supply 
| you a hunting license. 
| 
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About Selling On Time to Men of Draft Age 


The question of credit risks in selling to men likely to be taken in America's 
first peace time conscript army is uppermost today wherever installment selling 
is done. 

Electrical Merchandising asks Milan V. Ayres, economist for the National Asso- 
ciation of Sale Finance Agencies, for comment on the best thinking on this 
matter. 

First of all, | should like to point out that it does no good to get a guarantor 
or extra signature on the paper of men who are to be conscripted,” says 
Mr. Ayres. 

"For, it is provided that not only does the conscript get a stay during his time 
in the army, but the paper also cannot be collected, and that lets out the 
guarantor. In the appliance field this matter of drafted men is not going to be 
so pointed as few unmarried young men buy appliances, except possibly for 
their parents. 

Rather, it is best to check over the individual of draft age from other 
qualifications. 

1. “ls he married? Few married men will be drafted. 

2. "How old is he? Few men over 30 are going to be conscripted. 

3. ‘What is his job? There are a lot of essential industries such as steel mak- 
ing, airplane manufacture, from which the employees will never be taken. 

4. "What is his physical condition? Obviously, a man wearing thick glasses 


with a finger gone, or obvious physical defects will never be in any conscript 
army. 





iness troubles 


ie Dollar Stores have two a customer to shop up and down the 


ind sell radio, refrigerators, street is another fly in the ointment. 
ppliance you Furthermore, all sorts of services and 
bil ‘handise now compete for the pub- 
lard, nationally ad lic’s few loose dollars. You can buy 
clothing, reroof your house, get any- 
thing from mail order houses, on time. 
You can even take your vacation this 
ELECTRICAL MERCHANDIS- Way—go now and pay for it all later.” 


‘The business is evolving and the Any man who sells on installments 
is gone when a merchant can think Should be aware of the new events in 
rms alone are a cure-all for time payment activities and what they 


ae . me; him: 
The start of budget mean to him: 


by department stores is killing 1. Thirty-six month terms have 
he small dealers’ advantage. The been re-introduced by leading sales 
mal loan activity, which permits finance companies. 
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2. Down payments have been elim- 


inated by stores in New York, Phila- 
delphia and some other places. 

3. The coming in of the coupon 
book plan, and the Christmas savings 
account spell new competition. 

4. Introduction of installment sell- 
ing by R. H. Macy & Co., the coun- 
try’s leading cash outfit, is sure to be 
copied. 

Even in the automobile field, the 
American Finance Conference re- 
cently reported, the terms on new and 
used cars were frequently becoming 
longer. Some 128 members in 46 
states were polled. 

Just because these things are hap- 
pening it does not mean that every- 
thing is beer and skittles. A national 
sales finance agency told the National 
Retail Dry Goods Association that it 
had two repossessions out of every 100 
units sold on a basis of 20 per cent 
down and 24 months time. It had four 
repossessions on a 10 per cent basis 
and 30 months installments. At 36 
months the repossession rates jumped 
five to seven times. 

That department stores rushing i1 


1 
+} 


the coupon book plan may be playing 








P. J. Martin knows how far 
he can go on thin ice. 
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With a Packaged Christmas Pro 









































SENSATIONAL NEW EASY SPIRA-MATIC—This 
newest household invention is the most exciting appliance 
gift of the year. Has no equal in exclusive advantages, 
including Steril-Glo Ultra-Violet germ-killing lamp, water 
heater, etc. With famous Spiralator washing action. 


| 








SOU BLE P RF ire 


We set the pace .. . and we're keeping it! Hot 
on the heels of EASY’s sensational campaign 
to launch the 1941 models, here comes a 
bang-up promotion to sell washers, as well as 
ironers, as Christmas gifts! 


It's something new! The greatest Holiday 
promotion the industry ever saw . . . the 
new and different Christmas sales idea you've 
been looking for to keep the ball rolling on 
major appliances —and it'll give every dealer 
who makes the most ot it a big head-start on 
the field! 


It is a new, tested sales strategy for selling 
husbands and wives, for selling both washers 
and ironers, for “closing” your hold-out pros- 


POPULAR EASY IRONERS—This proven Christ- 


mas gift, “takes your customer off her feet’, offers her 
real labor-saving, time-saving, current-saving features. 
Offers such outstanding advantages as world’s only 
3-speed control, automatic cord rewind, etc. 


pects on a new kind of Christmas Gift plan. 
Brand-new in approach, this Plan is simple 
to work, positive in results. It promotes the 
sale of the full line of regular models—which 
means full profit to you. And— it's designed to 
emphasize the higher priced units—which 
means PLUS profit to you! Write for the big 
promotional package of 10 tested Dealer 
Sales Helps today! Get your share of what 
promises to be the greatest Christmas Busi- 
ness in 10 years. 


Look at the trio of new EASY Glamour-Gifts 
below. The EASY Spira-matic . . . “the gift 
that could never be given before.” EASY 
Ironers with proven gift appeal and a new 
$29.95 Porta-matic to spark your Gift promo- 
tion. All are loaded with dramatic features 
which sell appliances as gifts. So mail cou- 
pon for the 10 tested Dealer Sales Helps. 


NEW $29.95 EASY PORTA-MATIC — Here is the 
ideal gift for small families, apartment dwellers, at a new 
low price. Irons everything from sheets to shirts. A pow- 
erful come-on leader for quick easy sales. 





FREE XMAS SALES HELPS 


Easy Washing Machine Corp. 


Syracuse, N. Y. 


Rush me the comp 
for Christmas Selling. 


Name 


Address 


lete package and your new plan 


/ 


P 
x A Backed by magazine 
Ps advertising in lead- 
ing publications. 


rn 4 


z 
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THIS CHRISTMAS LET THESE 


WESTCLOX 


BIG BEN ELECTRIC ALARM $4.95 --BABY BEN ELECTRIC ALARM $3.95 


Ty 
Ww STCLOX electrics are not only fine clocks, they're grand gifts too! 
Good looking, moderately priced, with a reputation for quality—these 
beautiful electrics are Christmas gift ‘naturals’! 

Headed by Big Ben Electric, Westclox offers a full line of electric time 
clocks, wall clocks, alarm models, retailing $2.50 to $6.95. Some are self- 
starting, others are manual starting. Some have plain dials, others luminous. 


Advertised Nationally 
Westclox electrics are included in the Westclox-for-Christmas Post page, 
December 7th issue. In addition there are column advertisements exclu- 
sively on Westclox electrics in Collier's, Good Housekeeping, Better 


Homes and Gardens, and 26 Sunday newspaper rotogravure sections! 
Get set now for a bigger-than-ever Westclox Christmas. Order from your 


wholesaler today! Westclox, LaSalle-Peru, Ill. Division of General Time 
Instruments Corporation. 





BACHELOR Electric Alarm. 
Self-starting. Current interrup- 
tion signal. Ivory, blue or 
black finish retails $3.95. Ivory 
finish, with luminous dial $4.95 


PITTSFIELD Electric Alarm. 
Self-starting. A pleasing gong 
alarm. Ivory finish, gold-colored 
trim. Die cast base. A beautiful 
clock retailing at $5.95 


COUNTRY CLUB Electric 
Alarm. In Ivory finish, lumi- 
nous dial. retails at $3.45. 
Maroon finish, 


trim, plain dial, $2.50 





ANDOVER Electric time clock 
smartly designed in glass and 
nickel. Two-tone metal dial 
with maroon colored hands 
and numerals. Retail, $4.95 


BELFAST Electric kitchen 
clock. Metal case. Comes in 
three handsome finishes— 
ivory, red and green. 7 inches 
square. Retail, $2.95 


WESTCLOX i 
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MANOR Self-starting electric 
kitchen clock. Die cast metal 
case, curved metal dial, and 
polished bezel. Choice of four 
finishes. Retail, $3.50 


Makers of Big Ben and his family of spring-wound clocks, electric 
clocks, wrist and pocket wotches priced from $1.25 to $6.95 


v4 
7x 











from an esti- 
recently that it costs 47¢ 


with fire is evidenced 


+ 


mate made 


to put an installment account on the 
books. Collections run at least 10¢ a 
payment. On a $25 purchase the store 
runs a chance of a loss 


War and its possibility of being 
followed by a depression is something 


else that should make the installment 


inager think. “The terms for motor 
irs and most other articles sold on 
1e installment basis should be brought 
low » 12 months and kept there 
until at least a vear after the end of 
the resent Wa says Milan V. 


National 


, 
Avres, economist tor the 
] 


Association of Sales Finance Agencies 
Mr. Martin knows all these things 
He has seen all types of organiza 


tions come to realize that 85 per cent 
of the population earns $2,500 a year 
or less. Perhaps $1,000 is the average 


income 


This leaves little money over 
With 
everything from dresses up offered on 
extended 


appli inces taces tne 


the family necessities. almost 


accounts, the dealer who sells 
necessity of dis- 
covering new leverages to get business 


J 1 
lor himselt. 


Personalized Attention 


The Martin stores are going in for 
The firm has 

salesmen with charm, men who do not 
try any of the 


personalized attention. 
1 “pulling pictures off the 
wall” tactics. They are men you like 
vecause the Dollar Stores 
No one has to 


worry about commissions and what he 
is going to do with 


} 


to deal with 


pay them a salary 
trade-ins. Of 
based on earn 
figured on the 
takes the 


hands 


urse, the income is 


° ] 
ing power, net Of sales 


The house trade-ins off the 
know 
about electric appliances 
fellows in depart- 
nent and furniture stores, Mr. Martin 
thinks. In short, the Dollar Stores 
are a pleasant place to buy your appli- 
and since you can get the same 
terms anywhere, why not deal with a 


These salesmen 


mens 
1 
i iot more 


than the you meet 


ances 


pleasant organization ? 


With his long experience, Mr. Ma 
tin is able to make installment <ellj; 
ill affair. He 


a silk glove 
avoid 


know. th 


one must overloading cy 


tomer whose good nature exces 
good judgment. He understand. ¢ 


it ji 


it is better to sell a family some thi 
it takes pride in than a work item ]jj 
truck tires. Mr. Martin knows ¢ 
the condition of a firm a man ir 
for is as important as the man hims¢ 





\fter years of boiling down es 
tials, the Dollar Stores have come 


the conclusion that these are 
things vou should know about 
tomer in granting credit. 

1. Name and address. 

2. Wife's first name. 

3. Amount rent paid. 

4. Whether home is on | or II floor. 

5. Car license number. 

6. How long in Akron. 

7. How long employed here. 

8. Previous employment. 

9. Three business references. 

10. Three personal references. 





Coming back to the installment s¢ 
ing idea, Mr. Martin thinks a conn 
tion with a finance house is a g 
thing for a man who doesn’t kid hi: 
self that it is going to turn the tr 
entirely. Furthermore, no merchar 
should extend himself unduly—shou 
not try to do 


someone else’s capital. A ma 


business entirely 

n wit 
$5,000 can possibly do only $15,001 
With the 
he can run his volume up to $30,0004 
$34,000. 


The catch in the whole 


vear. aid of a finance fir 


thing ist 
fact that the dealer 

ls. An economic bump can ru 
him When the 
starts repossessing, the 
kick in. 

So, Mr. Martin 
rare judgment to pick the good risk 
from the bad. Witl 


in town 


is in the lap of fl 


finance compat 


dealer has t 


declare 


a 

J 
> 
> 


everybody els 
competing for a_ prospect 
dollar, the going has gotten just thd 
much tougher. The smart dealer toda 
takes his finance hook-up for grante 


and depends on elbow 


grease to gt 
the business 


s Budget Service 
sthat good old standby inviting you 


to pay week! 





or twice a month 


Clothes compete with washers—dress up now, pay as you wear them out. 


NOVEMBER, 
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WHAT WILL THEY BUY 
THIS CHRISTMAS ? 


We asked 200 Department and Electrical Stores 
All Over the Country These Two Questions: 


IN YOUR OPINION, will Christmas buying, this year, be in the direc- 
» tion of practical gifts or toward luxury items? Here’s the answer 


PRACTICAL GIFTS | 95% 








Luxury items ... | 5% 


WILL YOUR STORE give more (or) less promotion to electrical 
« appliances as gifts this coming holiday season? Here’s the answer 


MORE PROMOTION | 97% 


SC) 









Again General Electric Advertising Will Talk To 


“‘The Practical Person With 
A Sentimental Side”’ 


To help you get a bigger slice of the electrical gift busi- 
ness we have prepared a 3rd edition of the famous General 
Electric “101’’ Book of Christmas Ideas. It will give new 
pep and sparkle to your merchandising, advertising and 
promotion plans. Be sure to get a copy from your Gen- 
eral Electric Distributor’s representative, or write direct 
to General Electric Co., Bldg. 22C, Bridgeport, Conn. 
DON’T DELAY, for the supply is limited! 


SPECIAL! 50 One-Minute Radio Records by famous 
. 


team of Kent & Johnson! 


Catchy “words-and-music” 
commercials by radio’s 
most sought after team! Use 
them twice-a-day on your 

a local station to stimulate 
Christmas gift business. 
Ask your G-E Distributor 
for details now! 
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**T Bought a Car 












and Learned 


How To Clinch More 


Vacuum Cleaner Sales” 


“Yes Sir! I soon discovered that a good automobile sales- 
man does a lot more than demonstrate his car. He clinches 
the sale by talking about mechanical features—particu- 
to convince you that his car will 
keep on delivering dependable, trouble-free, economical 


larly about the motor 


I'm using the same 
idea now, and it’s helping me sell a lot more vacuum 


performance for a long, long time. 


cleaners, particularly where the man of the house has to 
be convinced to clinch the order.” 


When you sell a cleaner equipped with a Black & Decker 
motor, you have a real sales-clinching story to tell. For 
The Black & Decker Electric Company is America’s most 
experienced vacuum cleaner motor specialist. Since 1915, 
Black & Decker vacuum cleaner motors have had an un- 
surpassed reputation for maximum efficiency and dura- 
Every Black & Decker 
motor, moreover, is specifically designed and custom built 
And the 


famous also in the field of 


bility with minimum servicing. 


for the particular make of cleaner it drives. 
name of Black & Decker 
portable electric tools—stands ace-high with men in 


practically every walk of industrial and business life. 


When it comes to clinching sales and making satisfied 
customers (as well as protecting yourself against costly 
and troublesome service calls) you can’t beat Black & 
Decker motors. Long years of satisfactory service—and 
the continued patronage of leading vacuum cleaner manv- 


facturers—prove that beyond any doubt. 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


13) NO) S's 0) O° 





Specialists in the Design and Application of 


UNIVERSAL 
MOTORS 
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STATISTICAL 


BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


REFRIGERATORS 


Continuing the uninterrupted trend of 
the past twenty-one months, September 
unit sales of household electric refrigera- 
tors exceeded the comparative output of 
the previous year, and in addition estab- 
lished a new high record for the month. 
The gain over September 1939 amounted 
to 53.53% or 39,160 refrigerators, while 
the gain over September 1937 was 35.82% 
or 29.621 refrigerators. 

From a comparison standpoint on the 
basis of nine months’ sales, the 1940 vol- 
ume totalling 2,435,408 units represents in- 
creases of 39.46% over January-Septem- 
ber 1939, 109.02% over January-Septem- 
ber 1938, and 15.87% over January-Sep- 
tember 1937. It is also noted that the 
unit volume of the nine months of 1940 
has surpassed the full year’s total of 1937, 
the highest refrigerator year on record, 
when shipments totaled 2,369,026 units. 


Sept. 1940........ 112,309 refrigerators 
Sept, Boeri ccccces 73149 refrigerators 
9 mos. 1940.......2,435,408 refrigerators 


9 Mos. 1939..... .1,746,355 refrigerators 


Refrigerator Sales, by Sizes of Boxes 
(Nema Only) 


9 Mos. 9 Mos. % 
Cu. Ft. Size 1940 1939 Change 
Up to 4.99... 129,983 205,192 —36.65 
5 - 5.99... 122,950 319,168 —61.48 
6 - 6.99... 1,797,193 943,341 +90.51 
7 - 7.99 25,436 48,836 —47.92 
8 & Over 189,010 105,420 +79.29 


Total NEMA. 2,264,572 1,621,957 +39.61 





ELECTRIC WASHERS 


A gain of 9,003 units, or 6.89%, over 
comparable sales of 1939 characterized 
the September 1940 volume of household 
electric washing machines, and thereby 
established the month as the third high- 
est since May 1937. Thus in the nine 
months of 1940 unit sales have reached 
a total of 1,115,430 washers, or 8.48% 
above last year’s corresponding volume. 
Contrasted with the same volume of 1936 
and 1937, the two highest years of the 
industry, 1940 unit sales are down 8.26% 
and 10.49% respectively. 

Prices, too, made excellent progress in 
September—the $70-and-over models ris- 
ing in average from $102.05 to $106.82, 
while the overall average price jumped 
from $67.89 to $70.42. Thus, although 
the month’s sales brought a unit increase 
of but 6.89%, the dollar volume, at re- 
tail prices, netted a gain of 10.87% over 
September 1939. It is also interesting to 
note that only the cheaper grade of 
washers, those retailing for “Below $40” 
suffered a setback from September 1939, 
falling short by 36.65%—the gain for the 
month being accounted for by increases 
in the other price categories, 15.13% 
in the $70-and-over models 8.60% in the 
$50-$69.99 models, and 7.98% in the 
$40-$49.99 models. 

Further data in the September report of 
the American Washer & Ironer Manu- 
facturers’ Association indicates that the 
$50-$69.99 models, while representing the 
major portion of nine months’ business 
(44.41%), are down .29% from last 
year. The second largest share of cumu- 
lative volume (28.10%) is taken by the 
$70-and-over models, and these, on the 
other hand, have progressed 16.96% be- 
yond January-September 1939. 


As will be seen from the following 
nine months’ comparison, the aggregat 
unit volume of 1940 represents a gai 
of 848% over 1939, with average pric: 
$70.67 for 1940 against $68.24 for 193 
In other words, the nine months’ gai: 
which in units amounts to 8.48%, be 
comes 12.34% in retail dollar volume 
eS rere 139,652 washer 


a's ae 130,649 wash 
eS. eee 1,115,430 washe: 
P PE: FP vavssniaves 1,028,233 washer 
Washer Sales — By Price Classificati 
Average 
Retail %: 
Units Price Tot 


Below $40.00 


9 Mos. 1940.. 66,521 $ 38.37 

9 Mos. 1939.. 73,799 $ 36.21 / 
$40-$49.99 

9 Mos. 1940.. 240,106 $ 47.68 21 

9 Mos. 1939.. 189,670 $ 47.33 8 


$50-$69.99 
9 Mos. 1940.. 
9 Mos. 1939.. 
$70 & Over 
9 Mos. 1940.. 
9 Mos. 1939.. 
Total 
9 Mos. 1940. .1,115,430 
9 Mos. 1939. . 1,028,233 


495,369 $63.58 444 
496,791 $ 


313.434 


267,973 


$106,32 28 
$102.02 26, 


$ 70.67 10 
$ 68.24 10 


v 


GAS ENGINE WASHERS 


\ sudden upturn in gas engine was 
business brought about a 12.07% incre: 
in September sales of gas engine washe 
over comparable sales of last year- 
thereby reducing the cumulative unit | 
to 7.92% under the 1939 comparati 
Average prices remained more or | 
stable, $88.51 a year ago versus $88.74 
September 1940. 

For the nine months’ period the loss 
1940 over 1939 amounts to 6,485 uni 
or 7.92%, with the higher 1940 averag 
price of $88.18 compared with $87.59 
year ago. Following estimates of industr 
sales come from the American Washe’ 
and Ironer Manufacturers’ Associatior 
eS ee 9,350 gas wash 
ee aa 8.343 gas wash 
9 Mos. 1940......... 75,448 gas washe 
ee eee 81,933 gas washer 


IRONERS 


An all time high in monthly sales 
household electric ironers was set in > 
tember when sales totaled 21,007 unt 
This volume, which outranked Septembe’ 
1939 by 84.73%, raised the cumulat! 
unit sales to 18.16% for the nine mont): 
period versus the same period of |! 
year. It should also be noted, howev 
that while the September volume const 
tuted a unit gain of 84.73%, the increa: 
in dollar volume (at retail price 
amounted to but 47.70%. This w 
due to the fact that 64.10% oi | 
month’s business was done in the pot 
able “Below $30” models, versus 32.6! 
in September 1930. As a matter of 1a 
this class of ironer enjoyed a 262.1" 
increase, while the $80-and-Over mode: 
advanced but 33.71% over Septem) 
1939—and both other price groups su 
fered a decline, 11.88% for the Sit 
$49.99 models, and 32.28% for the $5- 
$79.99 models. Average prices for t 
month, therefore, fell from $63.77 ! 
$50.99. 

The nine months’ comparison of 1% 
with 1939, as reported by the America! 
Washer and Ironer Manufacturers’ \ss”" 
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Ti 


jation, indicates a unit increase of 
18.16%, a dollar volume increase of 
757%, and average prices $62.50 in 
1940 against $68.65 in 1939. 
Ol ee 21,007 ironers 
a ee .... 11,372 troners 
) fos. 1940 oovececese _ . 110,068 ironers 
i Ds ce ceeanecane 93,152 ironers 


mer Sales, by Price Classifications 


Average 
Retail % to 


Units Price Total 
Below $30.00 
Mos. 1940... 43.040 $28.29 39.10 
Mos. 1939... 24,674 $ 26.07 26.49 
$30-$49.99 
Mos. 1940. ee 9 668 $ 41.73 8 78 
) Mos. 1939... 5,876 $ 39.35 6.31 
$50-$79.99 
9 Mos. 1940... 20,497 $ 68.86 18.63 
9 Mos. 1939... 28675 $ 67.41 30.78 
$80 & Over 
) Mos. 1940... 36,863 $104.36 33.49 
Mos. 1939... 33,927 $105.94 36.42 
Total 
9 Mos. 1940...110,068 $ 62.50 100% 
) Mos. 1939 93,152 $ 68.65 100% 
v 
VACUUM CLEANERS 
\ total of 108,564 floor cleaners sold 


in September advanced the month’s vol- 


me 15.68%, and adjusted the nine 
nths’ cumulative to 30.38% above 
mparable sales of last year. In com- 


arison with 1937, the highest year in 
the vacuum cleaner business, September 
1940 sales stands short by 1,516 cleaners, 
wr 1.38%—but the nine months’ cumula- 
tive holds fast at 2,68% higher, or 28,921 
more floor models. 

With hand cleaners, the September re- 
port is equally encouraging for the par- 
ticular month, with the unit volume regis- 
ering an increase of 13.04% over Septem- 
ber 1939, but for the nine months’ period 
the cumulative on hand cleaners is only 
16.69% above comparable sales of a 
year ago. This nine months’ cumulative 
i 26.88% under the same volume 

1937 and 1.63% under that of 1936. 
Following estimates of industry sales 
me from the Vacuum Cleaner Manu- 
facturers’ Association: 


also 


Sept. 1940.... 108,564 floor cleaners & 
30,359 hand cleaners 
Sept. 1939.... 93,851 floor cleane 


26,857 hand cleane 
.- 1,030,728 floor cleaners & 
244,684 hand cleaners 


Mos. 1939... 790,556 floor 


) Mos. 1940. 


cleaners « 
209,695 hand cleaners 


v 
RANGES 


NEMA range membership sold 
167 household electric ranges in Sep- 


The 


2? 


tember, an increase of 22.61% or 5,932 
more ranges than in September 1939 
Therefore, in the nine months of 1940 
the NEMA range manufacturers have 


already outsold the NEMA volume of 
the full year of 1939, which totaled 
296,846 ranges. Compared with similar 
sales of the high year of 1937, the 1940 
volume is up 18.35% for September and 
271% for the nine months’ period. 

Sept. 1940.... 


Bakes 32,167 ranges 

Sept. 1939...... 26,235 ranges 
9 Mos. 1940 ..319,651 ranges 
Vos. 1939. ..240,798 ranges 


v 
WATER HEATERS 


Vith September sales almost identical 
with those of August—6,962 units—the 
month’s business in household electrically- 
erated water heaters outranked Sep- 
tember 1939 by 45.01%. The nine months’ 
wlative, therefore, amounts to 80,156 
umts, or 22.06% above the same volume 
t 1939. These figures are based on the 
sales reported to NEMA by the water 
leater manufacturers comprising its mem- 


bership. 

Sept. 1940......... 6,962 water heaters 

sept, 1939..... 4,801 water heaters 

9 Mos. 1940....... 80,156 water heaters 
S ,. oo 65,670 water heaters 


ROASTERS 


The electric roaster business picked up 
somewhat in September, extending 4.11% 
in unit sales over comparable figures of 
1939. Not only did the larger sized, over- 
15 quart, models account for the major 
portion of the unit increase, but average 
prices of this group rose from $11.52 in 
September 1939 to $12.45 in September 
1940, thus raising the dollar volume of 
the month’s sales (manufacturers’ prices ) 
10.28%. 

Based on further data compiled by 
NEMA, it is found that the unit volume 
of the first nine months of 1940 is prac- 
tically at a level with the 1939 compara 
tive—down but one-quarter of one per- 
cent—whereas the dollar volume, again 
at manufacturers’ prices, is down 3.02%, 
with average prices $11.35 in 1940 versus 
$11.68 last year. Also, while sales of both 
the small and the medium sized roasters 
have dropped enormously from last year, 
the large sized models have bounded 
ahead to a 8.64% increase in the nine 
months’ period. 

From the following detailed analysis of 
roaster sales for the nine months of 
1940-1939, it will be seen that of the 
1940 sales the over-15-quart models com- 
prise 90.24% of the total, the 11-15 quart 
size 2.65%, and the 7-10 quart size 7.11%. 
In 1939 the division was, 82.86% for the 
over-15-quart models, 5.93% for the 
11-15 quart models, and 11.21% for the 
7-10 quart size. 


Samkt. Teac esse. 16,528 roasters 
Sept, TPF eccves 15875 roasters 
9 Mos. 1940..... 126,442 roasters 
Pe i ewracecnnian 126,760 roasters 
Roaster Sales, by Sizes of Models 
9 Mos. 9 Mos. % 
Capacity 1940 1939 Change 
7-10 qts. 8,988 14.216 —37.78 
11-15 ats: 3,352 7,514 —55.39 
Over 15 qts. 114,102 105,030 + 8.64 
Total Units 126,442 126,760 — .25 
Mfrs. Value $1,435,545 $1,480,316 3.02 
v 


BROILERS 


From the NEMA roaster membershin 
supplying figures on electric broiler sales, 
it is found that the unit volume of Sep 
tember covering all types of broilers 1s 
9.50% in excess of September 1939. At 
the same time, electric broilers—following 
the example of the September roaster 
volume—increased in average price to 
$2.53 from $2.36, thereby causing a rise of 
17.57% in the total dollar volume (man- 
ufacturers’ prices). 

For the nine months’ period, however 
broiler sales of 1940 have dropped 7.06% 
in unit sales from last year, 9.40% in 
total manufacturers’ dollar value, and 
from $2.29 to $2.23 in average price. 


Sept. Se 6,754 broilers 
SE Ce osc oak nuce.Gaxtey 6,168 broilers 
9 Mos. 1940.. 61,938 broilers 
9 Mos. 1939... 66,643 broilers 


v 


RETAIL SALES 


Department of Commerce 
reporting for 290 household appliance 
stores comes the information that retail 
sales of household appliances are up 
12.9% for the nine months of 1940 com 
pared with the same period of 1939 
Geographically the picture for the vari 
ous areas is given as follows: 


From the 


9 Mos. 9Mos. &% 

1940 1939 Change 

aE $1,574,497 $1,363,776 +-15.5 
Mid. Atl. 2,086,718 1,799,320 +16.0 
E. N. C. .... 6,264,555 5,696,763 +10.0 
ww. eG 1,344,566 1,257,761 + 6.9 
eee 1,149,125 914,334 +25.7 
Mount. 674,019 601,620 +-12.0 
eae 2,268,768 1,962,340 +15.6 
FOR once 15,362,248 13,595,914 +12.9 
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ON EVERY RANGE SALE 


When a customer is buying a new range 
she is also thinking about her cooking 
utensils. This is a good opportunity 
to suggest that ARMcO Stainless Steel 
cooking-ware goes well with the brand- 
new stove she is buying. 

By displaying this bright new ware on 
the range, you will create lively interest 
at once. And you can tell your custom- 
ers that the smooth gleaming surface will 
not tarnish, that food acids will not stain 
and that the hard surface stubbornly 
resists scratching and denting. Make two 
sales instead of one. re 3 


Every piece of this cooking-ware is fash- 
ioned of genuine ARMCO Stainless Steel and 
bears the well-known sales-quickening ARMCO 
label. Every day you put off inquiring about 
this fast-selling ware costs you money; so 
write now for complete price and merchandis- 
ing information. The American Rolling Mill 
Company, 2641 Curtis St., Middletown, Ohio. 








ARMCO 


STAINLESS STEEL 
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NEW MERCHANDISE 





MIXMASTER Churn Attachment 


Chicago Flexible Shaft Co., 5600 Roosevelt 
Rd., Chicago, Ill. 


Sunbeam Muixmaster butte 
—— a) , 
— Se ee See ei 
} ter ‘ ] ‘ , , aly 

' reate spindles with no auxiliary 

ss neil nit wired ? t 
ge . owe transte mit required; 2 qts 
A' © = cream produces about 12 Ibs. t 


IDS vutte 





1 


about 11 manutacturet 


MAGIC-AIRE Cleaner aan stainless steel rust 


, , | 
Wool mnsice 


parts: wood paddles, 4 qt. crystal 
Magic-Aire, Inc., 1734 Ivanhoe Rd. a ae ee oe 
Cleveland, O. ne nao aa eee 


MW) tay 1 





Ve ‘ disu 
i e p 
\ ite ! Ma 
| " rroader base, 
i b s and 
ttt ea it edge 
i i 
" ea 
\f 
7 | \ ( 
- 4 uct 
eatet filte ‘ 
r ea rit 
andl 
i l 1} 
-” 
i? 
\ 
pe rs ’ 
to 20 
: WINCHARGER Plants 
, ‘ 104 . , 
te Wincharger Corp., Sioux City, lowa 
v fodels: 1941 line of wind electric plants 
vailable in capacities from small 
1 idio batteries to larg 
) elect lights f 
ir i ] 4 perate ipp! 
vate yum gerators and 
i mot 
ur irge 32-volt u s 
( ipable ~ produ ig up to 200 
} s pe mont! the year round 
1 conditions ; lami 





WALTON Humidifiers mate SE Se eee aes 


model ectri- 





Walton Laboratories, 1186 Grove S?. lerchandisu November, 1940 
Irvington, N. J os 
Pot » tvpe fic 
v 


APEX Cleaner 


Apex Rotarex Corp., 1070 E. 152nd St. 
Cleveland, O. 








th toe rT 
\ /pping m 
spec 1 noz 
t wl ow tut 
M-B Toaster Service ture; 5! ere 
is it cleans; high-speed, 4 h.p. mo 
Manning, Bowman & Co., Meriden, Conn. tor, a. c. or d. « Model 123 tools in 
“> 7 a er lude 2-piece metal extension wand, 
sai swivel rug nozzle and handy crevice 
nozzle. Model 123A tools include 
oe . piece extension wand super-speed 
é vaste swivel rug nozzle; crevice nozzle, 
sine iy FF o rubber covered swivel suction floor 
g ‘ <-tone brus ong bristle round dusting 
4 Jam jar and brush, Hi-Vac upholstery nozzle 
A romium serving Apex gas generator; Hi-Pressure 
, vit vainut spray gun. Both models finished in 
Spanish-erained, neptune grey, leath- 
$15.9 | handis erette with chrome trim.—Electrical 
1940 Merchandising, November, 1940 
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HOTPOINT Washers 


Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, III. 


lodels: Prudence and Patriot spinner- 
type Washers 
ell goth 


Prudence 


washer and 
finished in 


Features: 
spinner tubs ot 


it 


\ r porcelain enamel; tub covers, 
base and legs granodized for rust- 
esistance, finished in white enamel ; 
Prudence model equipped with tem 


perature indicator and timer dial on 
temperature dial indi- 
water temperature tot 
fabrics; 


ntrol panel; 
ates orrect 
per washing of 


imer dial 


various 
makes possible accurate 
o indivi.l 
tal fabrics when wash 
ing time as direct-drive 
peller type pump equipped with 
; empties tub in 2 min 
tub-bottom slopes toward concealed 
lrain at center for rapid emptying; 
cord reel automati 
ll-rubber waterproof 
rd concealing it beneath base. Hot- 
int Patriot, similar to Prudence has 
Thriftivator and extractor controls on 
skirt in front of 
Other 


new type 


washing time for 
bell signals 
| 

elapsed ; 


itoft valve 


spring-equipped 
ally winds up a 


washer 

features in both models are 
Thriftivator with 3-zones 
ashing action; spin-baskets rotate at 

about 870 rpm.—Electrical Merchan- 

November, 1940 


aising, 





. 





HOTPOINT Ironer Table and 
Chair 


Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, Ill. 


Device: All-steel table and chair avail 
able singly or together to aid Hot- 
point retailers in promoting Priscil- 
laette portable ironer. 

Selling Features: White finish table, 
exactly right height for ironing; 


lower shelf provides plenty leg room 
as well as stor space for ironer 
when not in use; when ironer is on 
storage shelf, table-top provides 305x 
154 in. work surface; ironing chair of 
tubular steel finished in red baked 
enamel, provides comfort and back- 
support for ironer-operator. Hot- 
point suggests retailers offer entire 
group (Priscillaette, table and chair) 
with Hotpoint washer as complete 
low-cost home  laundry.—Electrical 
Verchandising, November, 1940. 





NOVEMBER, 








EXPORT BUSINESS 


The Bureau of Foreign n 
Domestic Commerce will be giad} 
to cooperate with manutacturer 
new products to assist them in in 
ducing these products in otver 
countries. Any who may be inter¢ 
in this service should submit 
request to the ELECTRIC, 
DIVISION of the Bureau in Was! 


ington or the nearest Field Office 








Selling 
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MERRYWAY Food Preparer 
The Merryway Co., Poughkeepsie, N. Y. C 


Vodel: BC 5 qt. mixer. Crowa Stove 


Features: Retains Merrywa 

design with new improvements a eer 
refinements such as_ full = rotar ae eer 
planetary mixing; motor automat and circ 
cally protected by circuit breaker Northwox 
G-E heavy duty motor, 110 volts lling Fee 


3u 


60 cycles, a. c. § h.p.; 2 mixing pan and 
' 

speeds and attachment = speeds element 

standard equipment includes mixer which ts 


wen, late 
action 0 


head, beater, whip and 5 qt. bow 
153 in. high, 74 in. wide, 14 in. dee; 


white Dulux porcelain enamel fini switch p 
with stainless steel trim.—Electrica enclosed 
Merchandising, November, 1940 ecially d 


ment ot! 
f = flox 
it throu 
W od or 
il is f 
equipmen 
ish grate 
furnished 
Option 
comb 
and mim 
minder ; 
lf and 

g. D 








M-B Tea Pot 
Manning, Bowman & Co., Meriden, Conn 
Vodel: Tea Ball Pot No. 1361. 





Selling Features: Ivory, heat resistar 
hina pot holds 7 cups; chromiu 
cover with ivory Arinite knob whi R 


serves for lowering tea ball for stee 
ing and after tea is made--not M.- 
holds tea ball in raised position; ele 
tric stove, 550 watts; side handles 

matching ivory and chromium casing 


Manning, B 
lels: | 


Prices: $8.95 Electrical Merchand on-auto 
ing, November, 1940. ling Fe 
has cor 

ins; bu 


automat 
“dark” 
light ir 
\Y iffles 





grids, 7 
muy | cl 
and ivot 
Non-. 
000 Wa 
when to 
ea 
Automat 
Vere ha 
v 
Circuit Breaker 
f 
Westinghouse Electric & Mfg. Co 
East Pittsburgh, Pa. 
Device: New “Quicklag” breaker 
bines thermal and magnetic actio 
Selling Features: Designed for pr 
tion of lighting, appliance and n WE! 
circuits in homes, stores; new 
ciples to circuit protection—com Westin 
in single unit a cooperative mag 
and thermal trip; available in rating Device: 
of 15 to 35 amperes, single pole onl wich gi 
250 volts a. c. and 125 volts d. and m 
Electrical Merchandising, Novem) ment 
1940. ntrol 


ELECTI 








Y. CROWN Range 


Crown Stove Works, 4631 W. 12th Place, 
Chicago, Iil. 


Bungalow combination range 
und circulating heater No. 104-04 
Northwood. 

ng Features: Non-tipping broiler 
9 pan and smokeless grill; removable 
eeds element with large broiling surface 
nix which is also used when pre-heating 
OW wen, latest type capillary tube snap 


lee] action oven control mounted on 
finis switch panel; 4 Chromalox 5-heat 
tri enclosed units; circulating heater es 


: ecially designed for continuous move- 
ment of air—cold air is drawn up 
om floor of kitchen, heated, passed 
through openings in heater top; 
od or coal can be used; water 
il is furnished as optional extra 

equipment; brick linings and dock 
ish grates for hard coal can also be 

irnished. 

Optional range equipment consists 
mbination oven control clock 
and minute timer; clock and minute 
nder; condiment set; Deluxe lamp, 

lf and cable. —Electrical Merchan 

». November, 1940 





M-B Waffle Bakers 


Manning, Bowman & Co., Meriden, Conn. 





iels: Debutante automatic 1661 and 
1 on-automatic 1660. 
ng Features: Automatic Debutante 
is concealed hinge and _ terminal 
ns; built-in batter trough; bake dial 
automatically assures “light” or 
“dark’” waffles as desired; signal 
light in front handle tells when 
vaffes are done; deep aluminum 
grids, 7 in. diam; 800 watts, a.c. 
ly; chromium finish 2-tone brown 
and ivory Bakelite trim; 10 in. diam. 
Non-Automatic Debutante, 1660, 
660 watts; “Bake” indicator tells 
vhen to pour in batter. 
rice: Automatic model $8.95; Non- 
| uutomatic model $5.95. — Electrical 
Verchandising, November, 1940. 
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WESTINGHOUSE Grills 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


atins levice: No. STC-54 automatic sand- 

h grill; toasts, fries, grills, warms 
‘ aid makes waffles; 1000 watt ele- 
. nt with automatic temperature 
itrol; a. c. only; expansion hinges ; 





INe 
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dual purpose front inandle; extra 

waffle grids available 
Non-automatic model STC-44, 660 

watts, a. or d. c. equipped with 
built-in overflow rim; streamlined 
design; tarnish-proof chrome finish, 
Bakelite handles; expansion hinges; 
waffle grids available as extra equip- 
ment. 

Prices: STC-54 automatic, $9.95; STC- 
44, $6.95: waffle grids, $2.—Electrical 
VWerchandising, November, 1940. 
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MARKEL Heaters 
Markel Electric Products Co., Buffalo, N. Y. 


Vodels: Markel Heetaires 220P series 
and portable model 166. 

Selling Features: 220P series of fan 
driven portables finished in Tantone 
with aluminum hylite; 20 in. high, 
14 in. wide, 44 in. deep; induction 
type motor, 50-60 cycle a. c. only, no 
radio interference; available from 
1500 to 3000 watts 

Model 166, 1320 watts fan driven 
Heetaire is 12 in. high, 84 in. wide; 64 
in. deep; induction type motor, 50-60 
cycles a. c. only; Tantone finish. 

Prices: From $30 to $37.50 for 200P 
series; Model 166, $6.95.—Electrical 
Merchandising, November, 1940. 





KOL-MASTER Stoker-Furnace 
Unit 
Kol-Master Corp., Oregon, I/l. 

Device: Stoker-Furnace unit for low 
cost houses. 

Selling Features: Unit includes a 
counter-flow furnace; circulation fan 
filters ; Kol-Master  dial-set — or 
weather-master stoker in hopper and 
bin-feed types; stoker is equipped 
with reverse-flight feed screw under 
retort, causing a lifting action and 
distributes coal evenly to all parts of 
fuel bed; positive control of fuel bed 
makes possible use of exclusive pat- 
ented automatic combustion control 
features. Dial-set models have sep- 
arate motors on blower and on feed. 
—Electrical Merchandising, Novem- 
ber, 1940. 
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KELVINATOR Refrigerator 


Kelvinator Div., Nash-Kelvinator Corp., 
Detroit, Mich. 


Model: Special Kelvinator Christmas 
refrigerator. 

Selling Features: De Luxe-equipped, 64 
cu. ft. model; 2 glass-topped vege- 
table crispers; sliding and adjustable 
shelves; twin dome lights; sliding 
porcelain Cold Chest with separately 
suspended porcelain cover; pop-out 
type ice tray with special lever for 
releasing trays and cubes; improved 
type Kelvin cold control featuring 
automatic return from defrosting; 
14 bu. vegetable bin. An 8} cu. ft. 
Christmas special also offered with 
same de luxe features as the 6. 

Prices: 64 cu. ft. model, $149.95; 8} cu. 
ft. model, $179.95.—Electrical Mer- 
chandising, November, 1940. 


v 





QUICK HEAT Air Conditioning 
Furnaces 


American Stove Co., Lorain Div., Lorain, O. 


Device: Oil fired winter air condi- 
tioning furnace units Model A65UB 
for small home; A85-RB for average 
home and A55-GU for modest in 
come home. 

Selling Features: Synchronous con- 
trol; internal tube economizer; mul- 
tiple heat ducts; oversize combustion 
drum; Quick Heat 2-stage, stainless 
steel burner, Model A-65 UB shipped 
completely assembled and wired, filter 
frame and filter may be placed on 
side or rear. 

Model A-85-RB larger unit, ship- 
ped knocked down, in addition to 
main cumbustion drum this unit has 
an economizer which steps up effic- 
iency saving fuel consumption. 

Oil Fired gravity model A55 GU 
with mechanical draft. 

Motors and controls for use with 
110 volt a. c. only. Standard equip- 
ment consists of blower and limit 
control, automatic fuel control valve; 
automatic drip humidifier and room 
thermostat. 

Price: A65UB, $275; A85-RB, $315; 
A55GU, $179.50.—Electrical Merch- 
andising, November, 1940. 


Selling leatures: 


WESTINGHOUSE Coffee 
Makers 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Models: 10 cup De Luxe and 7-cup 
Standard coffee makers 

De-Luxe coffee mak- 
er makes from 2 to 10 cups uni- 
formly; markings on bowl indicate 
water needed fur desired number of 
cups; lower bowl with wide mouth 
may also be used for making tea, 
soup, hot chocolate, etc., 600 watt 
unit may be used as hot plate. 

7-cup Standard same as De Luxe 

except capacity. Percolators in- 
cluded in 1941 line include a 10-cup, 
8, 7, and 3-cup model; all models 
except 3-cup have 350 watt unit; 
3-cup model has 250 watt unit. 

Prices: 10-cup coffee maker, $5.95; 7- 
cup, $4.95; Percolators, 10-cup, 
$9.95; 8-cup, $7.95; 7-cup, $5.95; 3- 
cup, $1.95.—Electrical Merchandis- 
ing, November, 1940. 





v 


PHILCO Intercommunicating 
System 


Philco Corp., Tioga & C Sts., 
Philadelphia, Pa. 


Vodel: Philcophone 2-way inter-room 
communication system. 

Selling Features: System consists of 
master station enclosed in compact 
plastic cabinet, equipped with 5-push- 
button controls so that 4 additional 
remote stations may be connected to 
master station, and one remote sta- 
tion; remote stations housed in small 
metal casing similar to microphone; 
a 6th button marked “quiet” on mas- 
ter station. 

Price: Master control unit complete 
with 1 remote control station and 50 
ft. special 3-wire cable, $29.95; addi- 
tional remote control stations, $7.50. 
Prices slightly higher Denver and 
West. Electrical Merchandising, 
November, 1940. 
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you’LL SEE me 


You’Lt HEAR me 
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Westinghouse 


THE Leiune Line OF 


ELECTRIC HOME APPLIANCES 





NOVEMBER, 


1940—ELECTRICAL MERCHANDISING 


Your Profits Depend on Production as Well as 


Sales! Here’s OUR Answer to YOUR Problem! 


The year 1940 was a BANNER YEAR for Westinghouse 
Refrigerators. It would have been an even BIGGER 
year if everybody who WANTED a Westinghouse 
Refrigerator with TRUE-TEMP CONTROL could have 
obtained it IMMEDIATELY. So we're “shooting the 
works” in 1941! We’re BUILDING ... BUYING... 
ENGINEERING .. . and PRODUCING to give our 
Dealers the most of the best! 


$1,500,000 for More Business! 

The money Westinghouse is spending NOW to create 
more business in 1941 will pay dividends FIRST to 
Westinghouse Dealers. Dividends in VOLUME! Divi- 
dends in WIDER MARKETS! Dividends in MULTI- 
PLIED PROFITS as a result. Product improvements 
and production savings, reflected IMMEDIATELY 
in easier sales, spell 1941’s biggest opportunity with 
Westinghouse! 











Act at Once! 
Now is the time to look back on 1940 and AHEAD to 
1941! If you want a BETTER PRODUCT, BETTER 
PROMOTIONS, and a tie-up with an outfit that’s 
pulling no punches in 1941, a line to us will bring the 
information and results you want. 


WESTINGHOUSE ELECTRIC & MANUFACTURING CO. 
MANSFIELD, OHIO DEPARTMENT 250 
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On-their-toes appliance dealers who have seen 


BROILKING sales soar in steady day-to-day opera- 
tion know that BROILKING is going to be this Christ- 
mas’s biggest appliance gift item! Table broiling is 
NEW and—people are always looking for something new 
to give for Christmas! BROILKING is PRICED 
RIGHT for real volume. BROILKING packs quality, 
performance and eye-appeal into an appliance that 
WOMEN WANT! Feature BROILKING in your gift 
line this December and see for yourself that there JS 
a Santa Claus! Write for our Profit Plan. 


INTERNATIONAL APPLIANCE CORPORATION 


Metropolitan and Morgan Avenues + Brooklyn, New York 





Features that sell... 


Extra roomy broiling area... Automatic 
heat indicator ... “Circulator Hood” to 
ventilate and prevent “stewing”... High- 
low heat... Handsome chromium finish . .. 
Black bakelite, heatproof handles and legs 
--. One-year guarantee (except cord and 
porcelain tray)... Many other features. 


CERTIFIED BY ELECTRICAL 
TESTING LABORATORY 


AMO AME 


AMERICA’S FINEST ELECTRIC tabfe BROILER 


Ma 
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WESTINGHOUSE Waffle Bakers 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 
fodels: WFT-14 
and WSA-24 
fle baker. 


Twin waffle baker 
Adjust-O-Matic waf- 


elling Features: Bakes plate size waf- 
fles—7 in. diam. creased for easy 
breaking into halves or quarters; 
pretreated grids of solid aluminum 
ready for immediate use; quick-heat 
element design; built-in batter rim 
atches overflow; Bakelite handles; 
enclosed expansion hinge; dial kind 
f waffles desired—thermostat con- 
trol desired degree of brown- 
signal light tells when to put 


Ol gives 
ness: 


in batter; 750 watts; a. c. only. 
Heat-Indicating waffle baker No. 
\WF-24, without dial 600 watts; a. c. 
aid 
Twin waffle baker makes 2 waffles 


heat indicators; 


individual 


it time; 





matched heating ele 
even brownness top 
built-in batter rim; en- 
closed expansion hinges; chrome fin- 
ish; cool Bakelite handles 
Adjust-O-Matic, $8.95; 
waffle baker, 


retreated grids ; 
ents assure 


ind bottom; 
- - 


heat-indicating 


Twin waffle baker, $8.95.—Electrical 
Verchandising, 1940 
v 





JEWETT Artic Trunk 


The Jewett Refrigerator Co., Inc., 
Buffalo, N. Y. 

Device: Zero cold Artic Trunk for 
storing frozen packaged f and 
freezing fresh foods. 

Special Features: Capacity, 3 cu. ft.; 
36 in. high, 324 in. long, 222% in. 
wide; temperatures between 12 below 
zero and 5 above are maintained 
according to setting of control; 4 in. 
glass wood insulation, sealed with 
Hydrolene; electro tin-plated copper 


foods 


interior, aluminum lustre enamel on 
heavy gauge Armco iron exterior; 
1/5 h.p. sealed unit, no belt, no oil- 


ing, no seal, no expansion valve; 
Freon-1l2 refrigerant. 

Price: $125.—Electrical Merchandising, 

November, 1940. 
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M-B Heating Pads 
Manning, Bowman & Co., Meriden, Conn. 
Vodel: Carlos, 1692. 

Selling Features: 4 thermostats aut 


San 


matically maintain 3 temperatures— 
low, medium and high; convenient 
thumb switch; non-radio inte 
ence; Nichrome elements; removab! co 
washable apricot and peach che - 
cover; 12 x 15 in; caine waterp Glass Coffe 
envelope; 65 watts. 
Price: $7.95 Electrical Merchand ae SS 
ing, November, 1940. » make 
lling Fe 
servi 
jecanter 
heating | 
yuilt-in 
brev 
mplete 
cool 
place; u 
s trans! 
and de 
placed b 
vhere 1! 
Electric 
1940. 
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v La Salle Li 
FLUID HEAT Oil Burners ' 
Anchor Post Fence Co., 6711 Eastern Ave. ae 
Baltimore, Md. ar "R 
Vodel: Improved model P-3C -a Shale 
Gio ~pr 
Selling Features: Among changes mad ing red 
s the enclosing of pump in a press« eat. an 
steel matching housing that balanc« with a 
with motor and an improved leg rent of 
structure that simplifies leveling a L-195, 
height adjustment; whole assembly vatts : 
given organic chemical finish in gra ise 16 
with “hammered” effect, baked in sh, chre 
tunnel of Infra-Red lamps.—Electr ning in 
Verchandise, November, 1940 vele a. 
ference 
i eithe 
Mode 
livers 1 
finish, 
Mode 
1650 y 
model 
2 elem 
igh, b 
plate fr 
Built 
vice 
115 or 
Nichro: 
walnut 
u Prices: 
$13.95 
39.99.— 


v 





vember 


M-B Percolators 
Manning, Bowman & Co., Meriden, Conn. 





Model: Jubilee, 399. 

Selling Features: 8&-cup capacity 
seamless body, dripless pouring 
spout; protective fuse-link dev 
aluminum inside, chromium lining 





overall height 11 in.; 350 watts. 
Price: $9.50.—Electrical Merchandis 
ing, November, 1940. 
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The Line that Opens the 
Door to a Vast Rural 
Electric Range Market 





CORY Coffee Maker 


Monarch “heater” models are designed from 
the ground up for electric cooking and fuel 
heating by men who know both problems. 
Each model is a standard Monarch electric 
range built as a single, compact unit with a 
“circulating” type heater that draws cold air 
from the floor and promotes efficient heating 
through air motion. 


Glass Coffee Brewer Corp., 325 N. Wells 
St., Chicago, III. 


el: “Step Saver” table-serving cof- 
maker. 
ng Features: Unit is incorporated 
serving tray; bottom of special 
anter (lower glass) nests into 
ating element on one side and into 
It-in rest on other; “high” heat 
brewing action, when brewing is 
npleted brewer is shifted from heat 
cool rest where filtering takes 
ice; upper container with grounds 
s transferred to Cory funnel holder 
1 decanter of brewed coffee is 
iced back on heat using “low” heat 
ere it can be kept until served 
trical Merchandising, November, 


1940 . 
LA SALLE Heaters 


Lo Salle Lighting Products, Inc., 143 Seneca 
St., Buffalo, N. Y. 


It is the only kitchen heater made with malle- 
able iron lids and a deep return flue to reduce 
stack loss. It has standard Monarch “duplex” 
grate bars for efficient burning of both coal 
and wood—or can be had with a power, pot 
type oil burner. 





Thousands of potential electric range pros- 
pects need heat in the kitchen and will not 
adopt electric cooking unless they can have it 
conveniently. With this line YOU can sel] 
them. 


Upper left— 
Model LNH87NC 


Left—Model LNH17NC 


ao e: La Salle portable and built-in 
v 


ng Features: Double action “Fan- 

lo” principle—combination of glow- 

g red element giving direct radiant 

at, and a second element assembled 

1 a fan to circulate steady cur- 

of warm air. Portable Model 

195, 1320 watts, model L-196 1650 

atts; both models have streamlined 

gt se 16 in. high, blue and white fin 
sh, chromium front guard; quiet run 


Below—Model H47NC 


All above equipped with 
circulating type heater, 
17” oven, “SIDE-HEET’ 
Cooker, Choice of open 
or closed surface units 
and finished in Porce 
Iain Enamel 




















" ng induction type fan motor, 50-60 
le a. c. 115 volts, no radio inter- 
erence; Hi-lo switching permits use 
either element without other 
Model L-166, fan driven model, de- 
livers 1320 watts; 12 in. high, blue 
Model L-190 and L-191, 1320 and 
1650 watts respectively fan-forced 
del without radiant heat feature; 
2 elements; wide bladed fan; 12 in. 
gh, blue and white finish, chrome 
ite front guard 
Built-in-wall models available in 
vice of 1000, 1500 or 2000 watts. 
115 or 230 volts, 50-60 cycle a. €.5 
Nichrome finish or white, ivory o: 
valnut porcelain enamel 
rices: Models L-195 and _ L-196, 
$13.95 L-166, $6.95; L-190 and L 191, | <<... how the heating ele- 
$9.95.—Electrical Merchandising, No- | ment is applied to the sides of 
vember, 1940. the Monarch cooker. Note the 
: heavy rock wool insulation at 
the sides and bottom. Also the 
Conn glass cover so shaped that mois- 
ture drains down to lubricate 
the sides. 
a 
6 It's patented! Exclusively Monarch! And a most powerful 
™ selling feature in the hands of a good salesman! Vastly dif- 
ae , : ferent from other cookers where bottom heat is used only for 
WESTINGHOUSE Iron | boiling and steaming. Monarch’s “Side-Heet” cooker is used 
wonmngenas ee Mfg. Co., | for boiling, steaming—and for ROASTING and BAKING as 
ansfield, O. . . 
Model ' ad O-M well! It serves for most operations usually done in the oven 
fodel: Streamline Adjust-O-Matic . 
Tron LPC.4 , : , at a small fraction of oven cooking cost. 
ng Features: Finger-tip heat con- 
1 maintains proper heat for every 
ric; fabric marked dial gives de- | | | : R C 
sired heat from 250 low to 550 high; Ma ea e ron ange O. 
weighs 4 Ibs.; 1000 watts; a.c. only; | 
Spencer disc thermostat heat control . . 
nl eee cap comme Bese ca esr tell 1110 Lake Street Beaver Dam, Wisconsin 
_e@.ge; cord permanently attached. 
rice: $8.95—Electrical Merchandising, 4 
November, 1940. pea 
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Bet you did—when you were a kid—if you 
knew where there was a walnut tree. Then, 
when you had it husked, you still had a nut 


that was hard to crack... 


And what has this to do with Chromel resist- 
ance wire? Well, just as nature has given 
tough armor to the walnut kernel . . . likewise 
does she provide staunch protection for 
Chromel heating elements. In use, Chromel 
takes on a tough, tenacious, air-tight skin of 
oxide, through which further oxygen can 


barely penetrate. Thus Chromel protects itself 


HOSKINS MANUFACTURING 










HOSKINS 
CHROMEL 


ELECTRICAL HEATING ELEMENT 


Alias 


USED IN MILLIONS OF APPLIANCES 


against destruction, and as a heating element 


has durability, such that you almost never 
have a complaint of a Chromel-equipped 
device. So it is for your own protection, too, 
that you see that the heating devices you 
make or sell, have elements of Chromel. 


co., DETROIT, MICHIGAN 
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WESTINGHOUSE Heating Pads 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Vodels Adjust-O-Matic, De | 
and Standard. 

Selling Features Adjust -O-M 
equipped with 4 non-radio interfer 
thermostats to give positive tempe 

, 


ture control ; 2 extra slip covers 


linenized cover to keep pad clean a 


a rubberized slip cover to keep | 


dry when used with wet dressings 


and removable terry cloth cover 
position switch in cord; 95-125 \y 
OU watts 
De Luxe 3-heat model with 
chenille cover and 2 extra remoy 
covers. 
Standard 3-heat with green ei 
down cover. 
Prices Adjust-O-Matic, $6.95; 


Luxe, $4.95 and Standard, $2.95 


Electrical Merchandising, November, 


1940. 


v 





QUIETONE Noise Filter 


Cornell-Dubilier Electric Corp., 
South Plainfield, N. J. 


Device: Noise Filter to eliminate 
interference caused by appliances 
fluorescent lamps 
j > . 

Selling Features: Spade type mount 


lug designed to slip under head « 


t 


any convement screw on asing 
frame of appliance makes it possi 
to locate filter directly at offend 


appliance; 2 insulated flexible leads 
ipp! 


are then connected across 


line; IF-24 “Quietone” for 110 vol 
a. c. or d.c. is 2 in long, in. di 
For 220 volt lines a a ¢.. 6 
IF-25 measures 34 in. long, 14 
diam. 


Price: IF-24, 75¢.—Electrical Mercl 
dising, November, 1940. 


v 
HART Thermostat 


Hart Mfg. Co., Hartford, Conn. 


Device: Hydraulic thermostat for w 
heaters. 

Selling Features: Snap action ty 
34A-125-250 v a. c. only, regula 
heat of liquids at any temperat 
between 100 and 200 degs. F.; es 
cially designed for water heate 
small, compact, easy to wire 
install; temperature setting adjusta 
from front; positive snap action 
tained by means of specially desig 
actuating mechanism; Bakelite b 
with embossed numerals; made 
control several circuit combinati 
as single pole, double pole 
pole-two circuit and single pole-d 
ble throw.—Electrical Merchandis 
November, 1940. 
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New HAMILTON BEACH 
S No. 26 > 


THE ONLY CYLINDER CLEANER WITH 


Magic-Fing’et FLOOR NOZZLE 


A quick, thorough cleaning job with a minimum of effort! In 
simple language that’s what every modern housewife wants 
from a vacuum cleaner. That’s just the reason why hundreds of 
sales-wise dealers are finding this new Hamilton Beach 
cleaner so much easier to sell. With its amazing Magic-Finger 
floor nozzle . . . and many other stand-out features . . . this 
quality-built money-maker sets a brand new pace in cleaning 
efficiency and operating ease. Women want it because it’s so 
expertly designed for women. Smartly finished in platinum 
grey baked enamel and heavy chromium plate, it looks eyery 
inch the big value it is. Definitely . . . it’s a cleaner every pro- 
gressive dealer should investigate. Ask your jobber. If you 
don’t know the one nearest you, write us for his name. 


Other Outstanding Easy-te-Yse 


Suction Regulator 


Thumb - operated slots - 


——. 


»\ 


Four-Wheel Carriage 
Rides on 4 rubber wheels 


BECAUSE IT’S EASIER TO USE 


A Nozzle 
within 
A Nozzle 


Magic: Finger 


Hair, Thread and 
Gets Embedded Dirt 


Only the new No. 26 has a rug nozzle 
with “Magic Fingers” —a nozzle with- 
in a nozzle for thorough rug cleaning. 
Slight pressure on extension tube 
lowers inner nozzle, concentrating all 
suction on small area of rug. Nozzle’s 
small fingers comb rug fibers, loosen 
and pick up matted dirt, hair, threads, 
etc. Releasing pressure on tube re- 
turns inner nozzle to normal position. 

Main nozzle is hinged and balanced, 
always lays flat in proper cleaning 
position, permits tube to be lowered 
clear to floor for cleaning under low 
furniture with only 1%’ clearance. 
Grooved surface spreads suction, 
draws air through rug nap for better 
cleaning, allows nozzle to glide over 
the rug with a minimum of effort. 


Swivel Wall 
and Floor Brush 


on upholstery nozzle, 


and extension tubes al- ‘ ; 
low operator to control *e "> 


suction when —— 


—swivel wheels in front. 
Turns easily without 
roughing up nap — a 
' big advantage over from floor . . . makes 
light fabrics on whic “skids.” Swivel wheels easier cleaning under 
extreme suction would can be locked for clean- beds, etc. Also valuable 
prove undesirable. Swiveled Locked ing stairways. when cleaning walls. 


HAMILTON BEACH COMPANY ©® DIVISION OF SCOVILL MFG. CO. © RACINE, WISCONSIN 


Special swivel joint on 
brush permits extension 
tube to be lowered to 3” 
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Rotor sealed-in oil. Self-starting. Signal indicates current 
interruption, 12 hour alarm. Never requires oiling. Quiet 
operation. Beautiful modern design. G-E warranty. 


VALUE $6.95 
* 
GENERAL ELECTRIC CLEANER 


Motor-driven brush, Spotlight. Three-point brush adjust- 
ment. No oiling required. High-speed motor. Dust-proof 
bag. Toe-tip nozzle adjustment. Light weight. G-E 


warranty. VALUE $49.95 
® 


Here is a genuine $56.90 value specially priced for 
the Christmas season at $39.95 . . . backed by full 
dealer discount. Telephone your G-E Distributor 
for details, or wire us direct. General Electric 
Company, Bridgeport, Connecticut. 


* 
* 
x 
x 
t 
fe _ GENERAL ELECTRIC ALARM CLOCK 
a 
t 
t 
* 
x 


en 
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ROCKY MOUNTAIN 
ELECTRICAL LEAGUE 
AT ALBUQUERQUE 


Buck Re-elected President for 
Coming Year 


\LBUQUERQUE, N. M.—The 
general theme of inter-industry co 
tion and of Lighting—street, fluor 
and home, took the center of the 


| at the annual convention of the 


Mountain Electrical League he! 
Albuquerque, New Mexico, Sept 
9-11. That fluorescent lighting 

to stay seemed to be the consensus 
opinion. A warning was issued aga 
the “muscling in” of tin smiths, plun 
ers, and others into the fixture busine | 

The importance of the adequate wir € ecti 
program to all branches of the indus: —___ 
and the necessity of their supporting a 
furthering it was pointed out. Ral; 


Johnson of the Sturgeon Electric © BLISS- 


pany of Denver told of the ironer sal 
man who had difficulty with reverts NEW 


his ironer sales, owing to the fact t 








1,250 or 1,500-watt ironers did not w RCA 
on account of inadequate wiring I 

awards were made at the annual banqu DETR 
To Don C. Germond, division by C. H 
manager of the Mountain States Powe: and dire 
Company at Casper, Wyoming, went t and by 
RMEL award for outstanding acco: sales exe 
plishment in dealer-utility cooperat and radi 
during 1940. Ralph E. Johnson, cha tributing 
man of the adequate wiring divisi operatior 


received a special citation for the 
standing work of that group. Ente 
tainment features included a demonst: 
tion of black light, which picked out t 
colors on neckties provided for the 
and on beads for the women, during t 
dance. Golf, smorgasbord, and a 
beque were other special events. Office 
elected for the new year were: G. | 
Buck, Public Service Company of Col 
rado, president; W. D. Johnston, M 
tain States Power Company, Caspe 
Wyoming, Arthur Prager of the Al 
querque Gas and Electric Compa: 
Luke Storey of the Home Gas & Electr 
Company of Greeley Colorado, and Ros 
E. Adams, Hendrie & Bolthoff Compa 
Denver, as vice presidents; W. C. Sterr 
Arvada Electric Company, Denver 
reelected treasurer and George E. L« 
secretary and managing director. 





K-M Biscuit Baker 


Cc. H. 
Display Straws 
Strawr 
new d 
and r 
ironer: 
gan a 
The 
radios, 
tured | 
pany © 
consisti 
of Mic! 
concer! 
tributo 
washer 
territor 
zation 
either 
Bliss 
ompat 
doth a 
wi 
hat 
One of Knapp-Monarch Co.'s newer p- Motor: 
pliances, the electric biscuit baker ‘or board 
use on the dining-table, is presented in Che 
a die-cut display, silk screened in five a 
colors—yellow, red, green, black, end B, let 
white—with a die-cut section to hold the ranch 
Biscuit Baker. The display is 15 inches Toledk 
high, 16% inches wide. The biscuit baxer Kno 
lists at $10.95. mobile 
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BLISS-STRAWN LAUNCH 
NEW DISTRIBUTORSHIP 


RCA-ABC Handled in Detroit 


DETROIT, Mich Actively headed 
by C. H. Bliss, formerly vice president 
and director of sales of Nash Motors, 
and by C. W. Strawn, widely known 


iles executive in the electrical appliance 


and radio fields, the Bliss-Strawn Dis 
tributing Company has formerly launched 
perations here in Detroit. 


C. H. Bliss (left), president, and C. W. 
Strawn (standing), vice president, Bliss- 
Strawn Distributing Company, Detroit, 
new distributor of RCA radios, victrolas 
and records and A. B. C. washers and 
ironers in the lower peninsula of Michi- 
gan and northwestern Ohio. 


The 
radios, 


new company is distributor of 
victrolas and records manufac- 
tured by the RCA Manufacturing Com- 
pany of Camden, N. J., in a territory 
nsisting of the entire lower peninsula 
of Michigan and northwestern Ohio. The 
concern is exclusive wholesale dis- 
tributor in the same territory of A. B. C 
Washers and ironers It was said the 
territory controlled by the new organi- 
zation 1s one of the largest allotted by 
either manufacturer. ; 
Bliss is president and treasurer of the 
ompany, and Strawn, vice president. 
Both are sales executives of long stand- 
with nationally known companies. 
harles W. Nash, founder of Nash 
otors, has been elected chairman of the 
board and a director of the company 
[The Bliss-Strawn offices and ware- 
ise occupy a newly rem deled, tour 
ry building at 1749 West Lafayette 


also 


B ilevard, Detroit. The company has 
Dranches at Grand Rapids, Mich., and 
I ledo, Ohio. 

Known widely throughout the auto- 
mobile industry, in which he rose from 
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the vice presidency and a 

Nash Motors, Bliss 
tial entry into the electrica 
business 


salesman to 
directorship of 
making his ini 
appliance 

Strawn, 1918, has served the 
radio and electrical appliance industries 
in major sales executive capacities. Dur- 
ing the last seven years, as manager of 
the major appliance division of Buhl Sons 
Company, old-line Detroit distributing 
concern, Strawn helped to step up gross 
sales in this department from about $50,- 
000 to approximately $2,000,000 a year. 
Before joining Buhl Sons Company, he 
was sales manager of the radio and 
refrigeration divisions of the Stewart- 
Warner Corporation. 

A number of the key members of the 
sales department of the Buhl Sons Com- 
pany, who were coached and trained by 
Strawn in the period 1933 to 1940, have 

he. new company, it was an- 


since 


joined the 


nounced. Among them are William 
sierley, Kenneth Brooks, Marvin Ress- 
ler, Ted Olnhausen, Reginald Arm- 


Lou Kreis. 


strong and 


EUREKA BUYS 
PROGRESS VACUUM 


DETROIT—Eureka Vacuum Cleaner 
Company, Detroit, Michigan, recently ac 
quired all assets of the Progress 
Vacuum Corporation of Cleveland, Ohio. 
The manufacturing equipment will short 
ly be moved to the Eureka plant in 
Detroit. 

The Progress cleaner was one of the 
original cylinder type cleaners manufac- 
tured in this country and was the first 
cylinder type cleaner offered for sale to 
the public through appliance distributors 
and dealers. 

Merchandising plans for marketing the 


the 





cleaner by Eureka have not yet been 
completed but will be announced shortly 
according to George T. Stevens, vice 


president in charge of sales 

Mr. Stevens also announced that Frank 
Allen, Jr.. who had been directing the 
f the Progress Corporation, has 
Eureka organization 


sales o! 
joined the 


Porcelain Enamel Institute 
Makes Survey 


CHICAGO—Publication has been an- 
nounced by the Porcelain Enamel Insti- 
tute of a survey on refrigerator owners 
in 2,349 homes, gas and electric ranges 
in 2,362 homes and washing machines 
in 944 homes. Some 56 interviewers 
were used and they made calls in Chi 
cago, Philadelphia, New Orleans, Syra- 
cuse, Atlanta and Peoria. Classifications 


of wear and damage by age of appli- 
ances were broken down into groups of 
those who had children and_ those 


without 
The booklet is being 
the Porcelain Enamel 


North Michigan Ave., 


given away by 
Institute, 612 

“hese 

Chicago. 
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_GEORGE HUGHES OF HOTPOINT 


WINS JAMES H. 


NEW YORK—The 
Award Manufacturers 
presented to George A 
man of the Edison 

Appliance Company, manufacturers of 
Hotpoint appliances, according to a 
recent announcement by Earl E. White 


James H. McGraw 
Medal has been 

Hughes, chair- 
General Electric 


horne, secretary of the Committee of 
Awards. The award, Mr. Whitehorne 
said, was “in recognition of his dis- 


tinguished contribution to the advance 
ment of the manufacturing branch of the 
electrical industry as ‘father of the elec- 
tric range’, promoter of broader service 


to the electric home, pioneer of pro- 

motional rates for load building and 

creator of electric markets.” 
Presentation of the award was made 


at a special luncheon during the meeting 
of the National Electrical Manufacturers 


Association at the Waldorf-Astoria 
Hotel, New York City, October 30, 
1940. 

The committee of judges which 


awarded the medal to Mr. Hughes con- 
sisted of H. B. Crouse, president, 
Crouse-Hinds Company, Syracuse, N. Y.; 
L. F. Adams, assistant vice president, 
General Electric Company, Schenectady, 
N. Y.; Clarence L. Collens, president, 
Reliance Electric & Engrg. Company, 
Cleveland, O.; George C. Thomas, Jr., 
Thomas & Betts Company, Elizabeth, 


The citation which accompanied the 
award was as follows: 

“George A. Hughes, chairman of the 
Edison General Electric Appliance Com- 
pany of Chicago, began his career in the 
electrical industry operating small power 
systems in North Dakota and Montana. 
It was essentially a service to the home 
and he became deeply interested in the 
possibilities of electric cooking. He 
moved to Chicago, set up a shop and in 
1910 produced the first commercially 
practical electric range. He straightway 


became the champion of a broader do- 
mestic use of electricity, to be made 
practicable by reduced rates for elec- 


tricity used for cooking, this in turn to 
be justified by the larger load. He 
understood the difficult task of interpret- 
ing this philosophy and promoting its 
adoption by a power industry dominated 
by technical men, who were conscien 
tiously guiding their systems, at that time, 
through the hazards of rapid engineering 
development, unceasing expansion and a 
general movement toward lowering the 
costs of electric lighting to the public. 
“So Mr. Hughes became not only a 
successful manufacturer but a promoter 
and propagandist, whose objective 
not only to sell his confidence in 
tric cooking to the power companies, 
to build public confidence in the power 
themselves. To this end, he 
diligently pioneered the development of 


was 
elec 
but 


‘ompanies 


I 





electric cooking through the improve- 
ment of range design, on which he 
worked in hearty cooperation with other 


manufacturers. His vision of a broader 


McGRAW AWARD 








chairman of the 


George A. Hughes, 
board of Edison General Electric Appli- 
ance Co., Chicago (Hotpoint). 


service to the American home he carried 
about the country for a long period of 


| 
| years, preaching the gospel of electric 
| Service, expounding the right of the 
| power company to merchandise appli- 
ances and defending them against 
political misunderstanding and _ persecu- 
tion. 

“And so his dream became a realistic 
accomplishment. The interest and sup- 


port of the power company men for this 
idea and the acceptance of the public for 
electric cooking increased steadily. It 
became not only a major service to th 


home but exerted wide influence on the 
| general domestic use of electricity. In 
a word, the electric range was tl 


springboard for the rise of promotional 
rates that have now become almost uni 
versal and have meant so much for the 
improvement of the American standard 
of living. And by his continuous devo- 


tion to his purpose, his undiscouraged 
persistence despite all opposition, his 
high ideals and business principles, his 
ready helpfulness in every emergency 


Mr. Hughes has endeared himself to all 
electrical men, not only as the “Fathe: 


the Electric Range” but as a_ builder 
of electric markets, a leader in our prog 
ress, in which all branches of our 1 
dustry have benefited 

“In recognition of this long and 
arduous service to the electrical industry 
and his outstanding contribution to elec 
trical manufacturing, the judges, on this 
30th anniversary of the advent of the 
electric range, have awarded to Mr. 
Hughes the Manufacturers Medal and 
Purse for 1940 given under The James 
H. McGraw Award.” 
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G. E. ANNOUNCES NEW |N. Y. UTILITY TO 


OIL HEATING SALES 
PRESENTATION 


Tells Complete Product and Merchandising 
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PLUG SUNLAMPS AGAIN 
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Snapped at G-E 
Oil Heat Meeting 


Philadelphia and Chicago get together: 
W. J. Heggie of S. S. Fretz, Jr., Inc. 
and R. Cooper, Jr., of the distributor- 
ship which bears his name. 





Seated 


M. Reina 


distributor in Kingston 


N. Y., Harold Hulett, G-E's eastern 


sales manager, S. M. Crocker, manager of G-E's air conditioning and commercial 
refrigeration department, and Elliott Harrington, western sales manager. Stand- 
ng: Glen Gundell, G-E's advertising and sales promotion manager, Roy Harran 


and Howard Collins 
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both of Raub Supply Co. 


distributor in Lancaster, Pa. 





Buffalo 


Election Campaign 


in Full Swing 





All the elements of a rousing political convention were present at this opening 
of Buffalo's newest range and water heater drive. 


“HEAT-SAVERS"” PROMOTED IN 
BUFFALO WATER HEATER CAMPAIGN 


BUFFALO, N. Y.—A 


far-reaching 


and unique water heater and electric 
ange campaign has been launched in 
Western New York by the Buffalo 
Niagara Electric Corporation and scores 
% participating dealers Goal of the 
lrive, which closes November 8, is 300 

vater heaters and 1400 ranges. 
lor some time the company has been 
us to build its water heater load in 


Western New York The idea of flat 


the company 














is successfu the rates it 
anted 
Then the Leidig Heating & Cooling 
Systems, Inc. of Buffalo brought its new 
“Heat-Saver” unit to the power company 
1 demonstration Power company 
ficials expressed interest in the device 
which saves up to 50 per cent on water 
eating bills. The patented “Heat-Saver” 
s quickly installed in the 


smoke pipe of 


e turnace Whether gas, or coal is 














uurned in the furance, waste gases pre- 
eat the water for all household tasks. 
( water cir ting in the hollow 
hell pipes of th “Heat-Saver” is 
lickly heated and passed on to the 
torage tank. Experts agree that it is 
r inal temperature rise that nor- 
mally costs real money in the heating 
peration. In many cases, the “Heat- 
Saver” is entirely adequate for ordinary 
| purpe If a higher tem- 
special reasons, 
r may take over 





ave tabooed the 
g equipment, de 
d, Buffalo Niagara 





1 lt a loaf was better 
al » loaf at all and decided to 
ite the ‘Heat Saver” on this theory 
(ve a two-year period, more n 
0 





these units were installed in 





) experimental 

1 SES Test lata gathered on 
21 electr wate eaters and “Heat 
Savers” which indicated an average 


gallons per 
ilowatt-hours, 
per kilowatt 
per person, 
seems logical 
81 cents by 
a family will 
estimate of the 
electrically in com 
“Heat-Saver.” 


Statistics, 





ing water 


Arme 1 with 


the power 
mpany this F 


all felt the time was ripe 
heater 


its water and “Heat-Saver” 
sales campaign, tied in with the annual 
ange drive In the past, dealers have 
been little interested in water heater 


ymotion efforts, 
Heat-Saver” 


but this year, with the 
feature added, they are 
interest in the sale of 


1 heaters 





NOVEMBER, 








he power company is spotting general 
promotion ads on water heaters and t 
“Heat-Saver” in newspapers throughout 
Western New York and dealers are t 
ing in with their own ads. The power 
company is furnishing dealers free 
stallations on sales and special prices 
heat saving equipment. 

Dovetailing right in with the wate: 
heater drive is the range campaign whi 
was Officially launched in Hotel Statler 
3uffalo, with a bang-up meeting buil 
around the range campaign theme—El« 
tion Year. 

Scores of power company executives 
district managers and dealers attended 
this meeting which had all the fanfare 
and color of a political convention. Tw 
of the power company’s top executives 
are rival “presidential” candidates in the 
election program. Other power company 
employes are candidates for governor and 
senator. Here is how the election works 

Election of officials may take place any 
time during the eight week period of tl 
range campaign. Each operating distri 
of the power company in Western New 
York will constitute a state. Salesmer 
in each state have been divided into tw 
parties—Republicats, under the leadershi 
of the district manager, and Demodogs 
guided by the sales supervisor. 

Campaign quotas for each team will 
known as “Vote Expectancy.” All sale 
men are candidates for governor in th¢ 
own district. The salesman accumulating 
1e greatest number of votes will rec« 
1e “governorship” and $25 in additi 
Running for senator in each district a 
the district managers and sales 
visors. The senatorial candidate wh 
team gets the most votes will be elect 
and will receive an amount equivalent 
40 cents for each vote turned in by 
team—to be divided among his workers 
as he wishes. 

An additional “slush” fund of 20 cents 
per vote will be set up to be turned over 
to the President elect, to use or distribut 
as he pleases. Here is the way the v 
are accumulated: Every company rat 

every water heater sale 





¢ 
t 
th 
t 


supe 


sale, 2 votes; 
rental over 5-gallon size, 2 votes; evé 
dealer range sale, 1 vote; every wa 
heater, .5-gallon size or less, 1 vot 
every water heater converted to a sale 


from the old rental form to the ne 
vote. 

When a state has acquired its tot 
vote expectancy, every sale or rent 
thereafter will count for double 
number of votes shown above. 

The campaign also is tied in with 


national publicity sponsored by 

Modern Kitchen Bureau, power compa 
ads following the “Alice in Elect 
Wonderland” cartoon treatment. Hea 
lines of these advertisements are bu 
around the election theme, because of 
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i nd other special sales-producing dealet and brick construction—will afford 65,000 
- | Has Fall R ind other special sales-producing dealer , : ) \—will afford 
than 400 inches of newspaper niversa as ra ange 1elps. square feet of additional floor space. 
ising was allotted for each daily El ti a t t According to H. M. Parsons, sales [he transfer of the Shipping Depart- 
in the ities nd t 7 W ~—e ec ion on es ~y >i 7 = -_ 1 ] + ' » - 1 k frar +} ' ; hyaaal . 7 
in the cities and towns of estern manager for Universal Ranges, sales last ment and stock from the main building of 
1 1 Pmt . ' ‘ 1 ‘ ’ 14 
York, going to more than one mil NEW BRIT AIN. CONN \ t year jumped 439o over the previous year the present plant will release valuable 
i 1 , , ) d = I par ot ¢ . . . ‘ : A a 
auers. Te Se few what i heralded t] e “ Mr. Parsons also reports that as a result production areas and speed schedules. 
ae ties : whi s heralded as the greatest fall | : , 
rogram, a bill insert will go into ’ ; , B rege it ta ot the widespre ad interest shown in the 


range drive in the company’s history, 


ustomer’s home in October, telling : . ; 
. Landers, Frary & Clark is staging a full 


new Mercury models ever since they wert 

















ampaign and the special offers fledged el A Ee We introduced last January, Universal range 
) established radio programs will | "@¢8ed election campaign for dealers, i: anh Ghana te sah tae Gale 
the message to the public 45 min compicte with campaign banners, rallies, this fall Signal Increasing Plant 
very day through Modern Kitchen | A Bae candidates- and prizes. These ; 
and Kitchen Korner programs in political — oo lude a_wide variety MENOMINEE, MICH.—In order to 
» and Niagara Falls, respectively. os merchandising awal iS lor successtul keep pace with the increasing demand 
i campaign workers. Th« company is also for its products, Signal Electric Manu- 
conducting a window display contest with New Plant for Telechron facturing Company, Menominee, Michi 
first, second and third prizes totaling gan has found it necessary to step up pro- 
$175.00 to give dealers added inducement The Warren Telechron Company, pio luction. This will be accomplis| by 
3 di L 4 Bi F \| lor hanging out their campaign banners neer manufacturers of synchronous mo the construction of another new ‘ 
enaix auncnes Ig a lhe ——- displays will be chosen at tored electric clocks, is undertaking an its plant, similar to the addition built 
b the close of the campaign ambitious program of plant expansion in 1937 
rogram lo assist dealers in winning with Uni Ground has been ‘wil es for the erec- Work on the new structure was started 
rH BEND, IND—At a series of versal, W. J; Cashman, sales promotion tion of a shipping and warehouse building the first part of Ox tobe r and will be om 
il distributor meetings starting in aula “¢ woe ae, rary & Clark, has 180x120 sees (inside dimensions ) directly pleted in ninety days The two-st at hy id 
, September 27th, Jud S. Sayre, oe a a e€ erect — conte st pack Nort ’ ort eir present main uilding This | tion, measuring 176 Dy 38 teet, will pr 
resident and director of sales for age us includes new display material new Duilding of structural steel trame vide in excess of 20,000 more square teet 


x Home Appliances, Inc., South 
und Parker H. Ericksen, advertis- 


doe ptr cel i gene: So ngs Easy Dealer Meetings Under Way Throughout Country 


1 the most ambitious merchandis 
gram that has yet been put into 
m by their company 

spearhead of the attack will be adver- 
nts in the Saturday Evening Post, 


tune, Woman’s Home Companion, 
N ll’s and Parent’s magazines. The 
gazine campaign will be supplemented 
vspaper schedules in all principal 
ts. A strong point-of-sale promo- 
t be built around attractive win- 
featuring a new and novel | 
lothes pins, aS a 
uway item. A direct mail campaign 
1 to the same idea embodying a 
ng procedure will round out the 
i 











] + 
piastic ¢ 


gram, every part of which is calcu- 
at 1 to build the greatest possible 


nt of floor traffic for dealers. 
addition, dealers will be given com- 
operative advertising support and | 
in Book showing them how to most 
tively tie in with the factory con 
1 portions of the overall campaign 
In describing Bendix’ ambitious Fall 
gram, Mr. Erickson said: “All signs 
ite that the last three months of 
ive 4) will witness the greatest retail sales 
me in electrical appliances that the 
istry has enjoyed for a number of 
and s. We believe this is the time to ABOVE: A preview at Major Appliances, 
: step up advertising dollars.” Inc., Jacksonville, Fla., finds W. D. Row- 
lands, president; R. N. Miller, Jacksonville 
we - manager; George R. Gray, general sales 
aes manager and D. C. Cunningham of Easy 


met Bendix Sales Reach 223°/, Increase looking over the models. 











s| : CTH BEND—In a statement released 
S. Sayre, vice president in charge 
es, Bendix Home Appliances Inc., 


TOP RIGHT: Mr. and Mrs. Gene Coyne of 
the General Furniture Stores, Chicago 


Bend, Indiana, that company’s sales look over the “Spira-Matic” with G. F. 

les- me laundry units reached a new Graalman, center, of Easy. 

< in September. 

ting Sales f distril rs to dealers f , : : 
2 , from distributors to dealers for RIGHT: Philco Sales & Service of Louis- 


mber 1940 showed a 223% increase 
sales for September 1939. | 


ville, Ky., shows, left to right Ralph Fos- 





Factory shipments for the first 9 ter, sales manager; Ferd B. Weis, Louis- 
ne nths of 1940 were 108%. or more than ville dealer; Jesse K. Graves and Edward 

ible, sales for the same 1939 period A. Carney, president; and Bob Craig and 

The Company has announced an expan- H. F. Costello of Easy. ; 
t n of advertising plans; a new cam- 


gn was presented to distributors in 

ry major city last week. Newspaper 

tising was increased nearly 40% 

ents this Fall as compared to the Spring 
ign 


rm Minneapolis Dealers Hold Essay 
ater Contest 


é INNEAPOLIS, MINN. — Concur- 
T tly with National Washer and Ironer 
October 19-26, dealers in Minne- 
held an essay contest, on the ques 
1 For the family washing there is 
ice like home, because—” and “If 
vere buying a new washer today 
model would you choose and why?” 





velve machines were awarded as prizes. 
¢ , at ~~ ef He nag d ; roles Peaslee Gaulbert Corp. of San Antonio, Texas. Left to right: Radio City Distributing Co., Dallas line up. Left to right: M. S. 
} f " ~ oldest sondiemtedl ‘caine — Oliver Kowert, Kowert Music Co., Fredericksburg, Texas; Hol- Tinsley, Easy; James Patrick, Tiche Goettinger, Dallas; Gay 
saniit ty and 17 old timers were replaced | land Henderson, Corpus Christi; O. W. Vogel, Vogel Furniture White, g.s.m. Radio City; J. G. Harris, Community Public 
f new ones. Co., Lockhart; M. S. Tinsley, Easy division manager. Service Co., Ft. Worth; George Dutton, North Texas Stores. 
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Why has the Average Family Increased 
its Use of Electricity 50% 


in the Last 7 years? 










N THE last 7 years America has stepped 
up its consumption of a lot of things— 
particularly electricity! Today's housewife 
freezes ice, cooks meals, turns night into 
day, and all but gives the baby his bottle 
by electricity—at an average country-wide 
kilowatt-hour rate of 4¢—26% under 1933! 
For modern America is eager for new 
ways to get things done... eager for the 
complete ideas that make an ordinary resi- 
dence into a very special, personal home 
A Great New Sales Force... Hand in hand 
with the 7-veal rise in kilowatt-hour con- 





Did you know that over 
2,000,000 more homes 


sumption has come the rise of The Ameri- 


aa 7 ai 
: pa among “home-service’ and 
cat Home. From 300,000, this magazine’s 3 


H = “ “ . . 
circulation has steadily grown to its present ahaa using on clean women's magazines, in percent- 
circulation of over 2,000,000 reader-families. ers in ’39 than in ’33... age of SUBURBAN CIRCULATION, 


It sells ideas for comple te home liv ing that that tank type cleaners families with INCOMES OVER 
mean more outlets per home. $2,000 a year, and total 
MEN AND WOMEN 
readers per family 


played a large share in 


Wouldn’t vou like to see a FREE copy of . 
; that increase? 


the current issue of The American Home? 


Address 444 Madison Avenue, New York. 


—in the same 7 years 
The AMERICAN HOME magazine ame 
has grown from 300,000 to Ramey 


2,000,000 Families dai. 
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Here is 
one good reason 


Here are the progressive 
manufacturers who have 
helped your sales by adver- 
tising in The American Home 
during the past year. 

5 


Armstrong Products Corp. 
Ironers 


Bendix Home Appliances, Inc. 
Bendix Home Laundry 


Chase Brass & Copper Co. 
Lighting Fixtures 

Chicago Flexible Shaft Co. 
Sunbeam Mixmaster 


Clements Mfg. Company 
Cadillac Vacuum Cleaner 


Cutler-Hammer, Inc. 
Multi-Breaker 


Edison G. E. Appliance Co., Inc. 
Hotpoint Electric Range, 
Hotpoint Electrasink 


Emerson Electric Mfg. Co. 
Ventilating Fan 

Frigidaire Div. of General Motors 
Sales Corp. 
Frigidaire Ranges & 
Refrigerators 

General Electric Co. 
Heating and Ventilating Equip- 
ment, Full Line; Sinks, House- 
hold Equipment, Refrigerators, 
Vacuum Cleaners, Edison and 
Mazda Lamps 


The General Time Instrument 
Corp. 
Seth Thomas Electric Clocks 
Hamilton Beach Company 
Food Mixer 


Hoover Company 
Hoover Vacuum Cleaner 


Koffee Koil Sales Co. 
Coils for Coffee Makers 


Knapp-Monarch Company 
K-M Electrical Household and 
Health Appliances 

Landers, Frary & Clark 
Universal Automatic Bell 
Toasters 

Lydon-Bricher Co. 
Ventilating Fan 


McGraw Electric Co. 
Toastmaster Products 


Noblitt Sparks Industries, Inc. 
Arvin Electric Fan-Forced 
Circulating Heaters 

Premier Div. Electric Vacuum 
Cleaner Co. 

Premier Electric Vacuum 
Cleaner 

R. C. A. Manufacturing Co., Inc. 
Radios, R.C.A. Victrola 
Radio-Phonograph 

A. E. Rittenhouse Co., Inc. 
Electric Door Chimes 

Silex Company 
Silex Coffee Maker 

Steem-Electric Corp. 
Steem-Electric Irons 

Warren Telechron Co. 
Warren Telechron Clocks 

Webster Electric Co. 

Oil Burner 


Westinghouse Elec. & Mfg. Co. 
Refrigerator 
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UNIVERSAL BACKS 
NEW CLEANER WITH 
BIG CAMPAIGN 


Plans to Spend $50,000 in 80 Market 


Centers 
NEW BRITAIN, CONN.—Throughout 
October and November and during the 
first half of December, Landers, Frary & 
Clark, first manufacturer to offer tank 
type cleaners through regular dealer 
hh} | 


onduct an intensive 
the 


ber channels, will « 
advertising and campaign on 
new Universal “Clean Air” cleaner. 

On the basis of successful past experi 
ence, Universal is again allotting the bulk 
of a $50,000 budget to newspaper space in 
some 80 market centers throughout the 
United States. Separate budgets based 
upon anticipated business have been es 
tablished for each territory and placed 
under the direction of the company’s di 
visional salesmen Lee Moss, 
manager for vacuum cleaners, 
this policy of salesmen 
the advertising program as extremely 
important: it assures more efficient local 
advertising expenditures ; it educates divi 
sional salesmen in how advertising actu 
ally works. 


Jol 


1 
sales 


sales 
( onsiders 
participation in 





ES UNIVERSAL 
PR" Can lar lene, ~~ * 


CAEAMS WARES: POU SHES 
GUSTS ot! eemeres 





This all-metal display stand is being pro- 
duced by Universal in connection with 
their fall drive on "Clean Air" 
It is designed to hold two cleaners and a 


cleaners. 


Price is $3.50. 


full set of attachments. 


In addition to its own advertising, 
Universal is cooperating with distributors 
in advertisements appearing over their 
signatures. Allowances on this space are 
left to the discretion of the company’s 
divisional salesmen with the proviso that 
signed contracts be in the company’s 
hands at the start of the campaign 


Advertising Sold to Salesmen 


One of the outsanding features of Uni- 
versal’s Clean Air Cleaner sales plan is 
the complete selling of the company’s 
advertising—as well as the product itself 
—to company salesmen and through them 
to jobbers, distributors and retail dealers 

Early this fall, salesmen meetings were 
held in New Britain. At these meetings 
the advertising program was presented 
in full and the salesmen given sales am- 
munition. Armed with reprints of ad- 
vertisements appearing in four 
magazines and with advance proofs of 
newspaper advertising, (in addition to 
diversified dealer helps), these men were 
ready to deliver the special campaign 
story most effectively At the same 
time, by letter and broadside, the cém- 
pany itself gave the highlights of the 
campaign to 66,000 dealers throughout 
the country. 


Factory Bonuses for Jobber-Salesmen 


As special inducement to jobber-sales- 
men in the fall campaign, Universal is 


offering a bonus for each cleaner sold. | 
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| Frigidaire Forms Own Cookery 





Fraternity with “Order of Cap & Skillet” 





The first group to be initiated into membership in Frigidaire's new "Order of 


Cap and Skillet included the above factory and field sales executives. 


From 


this nucleus "Cap and Skillet’ membership has branched out to include every 


member of Frigidaire's sales organization. 


DAYTON, O.—A national sales organi 
zation that knows both the principles of 
electric range operation and_ practical 
application of these principles through 
actual cooking experience is the goal set 
by Frigidaire Division, General Motors 
Sales Corporation, with the establish- 
ment of the “Order of Cap & Skillet”. 
From vice-president of the company to a 
single salesman in the smallest dealer 
ship, Frigidaire is inducting its entire 
sales personnel into this new and unique 
“brotherhood”. 


To Train Personnel 


The fundamental purpose of the new 
order is not to train sales personnel to 
be good cooks, according to company 
officials, but to enable a salesman to 
demonstrate in a practical and under- 
standable way how good results may be 
obtained with an efficient electric range 
even though the user may not be a pro- 
ficient cook. By this means the company 
expects prospects to witness the pre duction 


of delicious foods by a man who is not 
necessarily a trained or experienced cook 
but who can achieve good results be- 


he knows the “secret”: of modern 


cause 
cookery, the simple, quick and easy 
methods possible with the use of an 
electric range 
Executives Enrolled First 
So that every member of the sales 


organization would have an opportunity 
to be a member of the “Order of Cap 
and Skillet”, the instruction course began 
with home office sales executives, division 
sales managers and their assistant sales 
managers. Branch office and distributor 
sales personnel next were initiated into 
the “brotherhood”. The district repre- 
sentatives included in this latter group 
took the instruction course into the field 
and presented it to dealers and _ sales- 
men. Every individual must pass a two 
and one-half hour range operation test 
and oral quiz before he is a full-fledged 
member of the order 


Two Frigidaire Executives Do Their Stuff 





os 


Vice-president C. A. Copp, of Frigid- 
aire, also was inducted into the "Order 
of Cap and Skillet". This photo was 
taken as he finished eating the food he 
prepared during the company’s cooking 
instruction course. 





the 


Although already an expert in 
principles of electric cooking, J. Rush- 
ton, manager of Frigidaire's range sales 
department, took the course that offi- 
cially gave him membership in the 


"Order of Cap and Skillet”. 
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Santa knows his Mixers! 
This beautiful big machine 
with exclusive “Thoro-Mix” 


hard jobs, sells, with Juice @ aa 
Extractor, for only $2995 > =—— 


Currently advertised in “‘LIFE’’ 


SHOW THIS ONE-BIG-BEATER “THORO-MIX” ACTION! 














ONE big, sturdy stainless steel beater circles throughout KitchenAid’s 





stationary bowl—instead of a multiplication of light beaters spinning 
in one position. It stirs and beats every part of the contents in the 
bow! all alike and “all at once’”—over and over again. Show this one 
and-only “Thoro-Mix” Action to customers. They’ll instantly see why 
results must be superior—why KitchenAid is the gift of a lifetime! 
It efficiently operates Food Chopper and other large, practical Kitchen 


Aid Attachments, too, without any extra “power adapter.” 


ANOTHER GREAT GIFT IDEA! 
THE ELECTRIC COFFEE MILL. Holds fun poumdty whole 


bean coffee; grinds it fresh as you make it, exactly right for your 
method of making. Thus it RETAINS and DELIVERS the maximum 


flavor and aroma, gives the “best cup of coffee you ever tasted.” 


Fine gift for anyone — most of all for coffee “cranks” . $ 7 
tei 














WRITE OR WIRE US TODAY! 


We will put you in touch with nearest 
KitchenAid Distributor — or fill your order 
direct if necessary. But don't delay. 


KITCHENAID DIVISION 


THE HOBART MFG. COMPANY 
1611 Pena, Troy, Ohio 





Western 


NEWS FLASHES 


In 1939 the Pacific Gas & Electric | ern California were the Apex, A 


Company, serving northern California, | Easy, General Electric, Horton, 
yuilt 784 miles of rural electric lines | rite, Speed Queen, Norge, Sin 
and increased the number of electri Bendix, Hotpoint, Westinghouse, K 
fied farms by 1.657. 80.475 domestic vinator, Thor and Universal. 
ippliances were sold to farm homes i aah aad 


Hale Bros. of Sacramento, Cali. 


Clarence F. Pratt, president of the | fornia, have opened a new appl 
California Refrigeration Company is | store on Kay St. with a complete li: 
a popular speaker at clubs on the sub of retrigerators, ranges, ironers, was 
ject of his two hobbies, “Friendship ers, radio, and other electrical app 
Gardens” and “Outdoor Christmas ances. It is decorated in pastel color 
lrees.” As a feature of his address, and is ultra-modern in its cases, 
Mr. Pratt gives away a dozen baby tures and sound proof demonstrati 
redwood trees, designed to serve later rooms. An open house was held 
yn as the outdoor Christmas trees he September 30, with a special pre-vie 





recommends. He also gives them to | from 7 to 9 p.m 

his friends. In all, he has given away | 
5,000 redwood trees to date. 

oe a Los Angeles municipal electr J. H. D. 

business for the first eight months Corpora 

Gensler-Lee of Fresno, California | 1940 was 7.4 per cent greater tha: 





—s , can Bea 
has been giving away a steel kitchen the similar period of 1939, accor te § 
table with a $9.95 food mixer—“no to a report recently given out by sac pte 
money down, 25¢ a week.” 3oard of Water and Power Com: Wausaw 

sioners of a ser 
. . . 
ae cia oe ngs he 
A tree towel was the inducement Wausau 
offered recently by Kramer’s of L. J. Speight, Ltd. of Vancouver 
Fresno, California to bring women B. C. has now moved to larger quart 
into their store to witness an Apex ers directly cross the street from the Paon 
ironer demonstration old store. The firm started as a rad ince ste 
e « © store and has added electrical ap; npan 
ances and, more recently, furnitur na li 
Four sheets and pillow cases were i a a retrigeré 
sold jointly with a Hotpoint washer neces al 
tor $69.95 as a September special by The Inland Empire Electric Equip- 
the Hockett-Cowan Music Company | ment Association of Spokane recen' 
of Fresno, Calif., an offer which was | held a meeting attended by 200 dea Effe 
duplicated by Barkers during Fair | ers and salesmen at which light c nag 
week tioning problems and a united pr oo. 
ee gram for the industry were discuss¢ oe | 
R. C Nelson of the Palace, wh —- 
Participating in the offer of a 10 | president of the Association, presid mag” 
per cent reduction on ironers which | over the gathering, which was — 
was a feature of the fall washer and dressed by E. D. Stryker, sales ave st 
ironer campaign sponsored by the motion manager of the General E! Compat 
Electric Appliance Society of North- | tric Company, Cleveland ve - lag 
ng ma 
Salt 
. Utilities 
Al Moore Collects a Prize ntly 
$ pres) 
lent ar 
Willard 
former 
pany a 
new o1 
us h 
Street, 
Hotpoi 
heaters 
iry eqt 
radios 
ers are 
Nati 
t} fe 
limes, 
Southe 
nonth 
yl] € 
940 | 
ertisi 
s pub 
n ( 
manag 
} SO] 
Al Moore (left) of the Oakland, Calif., Good Housekeeping Shop receiving his C The 
- , - sa , : omp: 
award as winner of the Pacific Coast refrigerator contest in ‘Sam's Sales Audi- a 
tions” at the hands of W. |. Powell, Westinghouse Supply Company, San Fran- - 
cisco and A. B. Murphy, sales development manager of the Westinghouse com- 80) 
pany at San Francisco. W. L. Milford of P. G. & E. won the range contest. tri 
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Iron Man 


J. H. Dalton, American Electrical Heater 
Corporation, describes the new Ameri- 
can Beauty iron before a Wisconsin Pub- 
lic Service Corporation sales group at 
Wausaw, Wisconsin. This was the third 


of a series of three Public Service meet- 
ngs held at Oshkosh, Green Bay, and 
Wausau. 


Paonia, Colorado has a new appli 

e store The Howard Hardware 

npany of that community has taken 

a line of General Electric ranges, 

rigerators, washers and small appli 
and Thor ironers 


Effects of the withdrawal of the 
wer company trom active merchan 
sing in Utah is being felt in the 
ening ot several new stores by 
former utility salesmen In Provo, 
has. D. Sessions and Ernest Salerno 
ave started the Utah Valley Electric 
Company, which will handle a com 
lete line of Westinghouse appliances, 
tokers, Zenith radios, Graybar sew- 
ng machines and automatic washers 

Salt Lake City, the Intermountain 
Utilities Appliance Company was re- 
ently officially opened. W. I. Terry 
president, O. R. Bigelow, vice presi 
lent and general manager and R. M 


Willardsen is secretary Ten other 
former salesmen of the p@&wer com 
pany are on the selling staff. The 


new organization will have commodi 
us headquarters on South Main 
Street, handling a complete line of 
Hotpoint ranges, refrigerators, water 
heaters, kitchen sanitation and laun- 
Iry equipment. Table appliances, RCA 
radios and Winkler and Sentinel stok 
s are also carried 


National recognition was given to 

customers’ magazine, Electrical 
Times, which is sent out by the 
Southern California Edison Company 
mthly. It received an award in the 
bill enclosure classification in the 
40 Better Copy contest of the Ad 
rtising Federation of America. It 
s published monthly under the direc 
tion of R. G. Kenyon, advertising 

nager of the Southern California 


+} 


The Southern California Edison 
Company made history this year with 
ts air-conditioned exhibit at the Po 

na County Fair. A novelty in the 

ison display was the new model 
tric range by Thermador, which is 








Picture of a Lady Buying 
O POUNDS OF STEEL! 











SS was mighty surprised when the salesman 
told her that the stove she was looking at 
was over 90 per cent steel. 

“Yes,” he said, “and that’s not all — that’s 
200 pounds of the toughest, strongest enameling 
steel that money can buy. When so much of 
what you buy is steel, you have to be sure the 
steel is right.” 

“But how can I tell?” she asked. “The steel is 
hidden under the enamel.” 

“That’s easy,” said the salesman. “Look at 
this little green-and-gold seal. It says U-S-S 
VITRENAMEL, and that means the manufacturer 
of this stove is just as careful with the parts you 
can’t see as the parts you can see. They use the 
best steel all the way through. You get a better 
stove when it has that seal on it.” 








ms 
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THIS IS THE WAY retail appliance 
salesmen are turning the U-S-S Virre- 
NAMEL seal to advantage. It provides a 
convenient and forceful method of spot- 
lighting the hidden qualities under the 
enamel. Those three initials, ‘““U-S-S,” 
featured in advertising in America's 
most widely read magazines, are old 
familiar friends of buyers everywhere. 
The guarantee that the steel is a special 
enameling stock developed by the 89 
research laboratories and 1700 technical 
experts of the United States Steel Cor- 
poration Subsidiaries. Use this seal to 
help sell stoves, refrigerators, washing 
machines, table tops, utensils, and all 
enameled products made of this im- 
proved enameling steel 














Foy) VITRENAMEL SHEETS 


CARNEGIE-ILLINOIS STEEL 
Pittsburgh and Chicago 
Columbia Steel Company, San Francisco, Pacific Coast Distributors . 


CORPORATION 


United States Steel Products Company, New York, Export Distributors 


UNITED STATES STEEL 
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MULTIPLY YOUR 
SALES OPPORTUNITIES 


INVESTIGATE TODAY 





BIG'‘PROFITS IN 


HANOVIA ALPINE 
HOME SUN LAMPS, 


= WORLD'S FINEST AND MOST POPULAR 
ULTRAVIOLET QUARTZ LAMPS -= 














Hanovia Alpine Sun Lamps, because of their 
superior performance and quality—offer Appli- 
ance Dealers the greatest profit-making oppor- 
tunities from the sale of sun lamps. Hanovia 
Lamps are the most efficient on the market. 


Your customers will quickly appreciate this. 
They will enthuse with their purchase and make 
recommendations to their friends. A big market 
awaits you. Get on the band wagon NOW. 
Don't miss this opportunity. Write us today for 
details. 


Home Model 


§7gso 


Prescription Model 


F. O. B. FACTORY F.O. B FACTORY 


Many dealers have in- 
creased their sales © 
Hanovia Alpine Sun 
Lamps offering 
them for + 


time payment basis. 





HANOVIA PROMOTIONS 


practically assure you of 


BIG BUSINESS - BIG PROFITS 


@ National Newspaper Advertising Plan 

®@ Well-selected National and Trade Magazines 

®@ Home-office cooperation and sales promotion 
® Direct by mail material for consumer promotion. 
@ Window Displays and point-of-sales helps 


For discounts, terms and other information, write to 


HANOVIA fvie'So NEWARK, N. J. 


World's largest manufacturers 


of ultraviolet quartz lamps 
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Premier Hammers on Dealer Business 





More than 5,000 active and prospective dealers of the Premier Division of Electric 
Vacuum Cleaner Company have attended a series of dealer meetings staged by 
Premier during the last six weeks in principal cities. As many more are expected to 


attend sales meetings now being scheduled for the next four weeks. 


Approximately 


25 meetings in all are included in the series. Principal purpose of the meetings 
has been to inform dealers that Premier vacuum cleaners now are sold exclusively 
by retail dealers. Dealers have also been given a preview of Premier's fall adver- 
tising and merchandising program described as the most powerful and comprehensive 
campaign in all Premier's sales history. Above is the meeting in Cleveland. 


built in sections and may be assem 
bled in a variety of combinations to 
meet the customer’s needs. The power 
ympany also showed an adequate 
wiring display centered around a 
miniature house with a glass roof ar- 
ranged according to a plan winning a 
prize in a national magazine It was 
shown wired as in the plan, with one 
outlet in each room, and then as 
wired according to the Red Seal plan 
lhe house was completely furnished 
in miniature, with floor and _ table 
lamps with tiny bulbs and parch 
ment shades Some 50,000 visitors 
viewed the exhibits 


. * . 


Average annual 


consumption of 
electricity by domestic customers of 
the Mountain States Power Company, 
with headquarters at Albany, Oregon, 


was recently shown in that company’s 
innual report to have been 1,286 kw. 
hr. tor 1939, or approximately 50 per 
cent above the national ave Tage ot 
890 kw.-hr 


Rate reductions are reported in 
several sections of the Pacific North 
west Among those promising re 
ductions were Seattle’s City Light, 
West Coast Power, the McMinnville 


City Light Dept., and the Portland 
General Electric Company These 
affected various. classifications of 
customers 
. > . 
\ series of district meetings of the 


Pacific Coast Electrical Association 
has been scheduled for October in 
Reno, Sacramento, Sonoma, San Fran- 


sco, San Jose, Watsonville, Santa 
Barbara Huntington Park, Long 
Beach Riverside, and San Diego 
The meetings will be in the form of 
dinner gatherings, with President 


presiding There will be a 
talk in each case by Dr. G. W. Allison 
f the Modern Kitchen Bureau and 
also an inspirational talk by a uni- 
versity speaker. Other meetings are 
planned for Fresno, El Centro, Chico 
and Bakersfield 


Recently announced is the advance 
ent ~ Milton Saunders of the 
Central Arizona Light and Power 
Company to the position of general 


I 


nanage 


During September the 


g Riedling 
Music Company of 


Albuquerque, 
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N. M. advertised its Maytag Washers 
by offering to lend a washing machine 
to any housewife desiring to use 
to wash her winter blankets. Durir 
October a double trade-in allowa) 
was offered for the old washing 

chine on purchase of a Maytag. 


. * * 


Dorris-Heyman of Phoenix, Ariz 
recently held a warehouse sale of 
reconditioned and guaranteed refrig 
erators at prices running from $39.50 
to $69.50 


Plans for a coordinated educational 
and merchandising program in_ the 
lighting field for Salt Lake City were 
worked out at a September meeting 
ot jobbers, salesmen and others which 
was addressed by Monro B. David, oi 
New York, director of the Light Con- 
ditioning Sales Service. 


W. H. Bintz Company, distributors 
in Salt Lake City of refrigerators, air 
conditioning, and home = appliances 
has a new building under construc 
tion, to which they plan to move 
shortly after the first of the year. The 
new structure, which will cost $75,000 
will provide 40,000 sq. ft. of office and 
warehouse space The company has 
added Mrs. Barbara Duncan, former 
home economist with the Utah Power 
& Light Company, to its staff. She 
will conduct cooking schools and work 
directly with dealers 


. . . 


Salt Lake ladies who tore out an 
advertisement of electric ranges were 
supplied with a Hotpoint Menu-Maker 
on application to the store of Radio 
Studios, Inc. of that city. 


\ $3 allowance for an old electri 
hand iron on a portable electric ironer 
was the offer made during the last 
days of September by the Public 
Service Company of Colorado in Den 
ver newspapers 


At the conclusion of the “Pot- 
Gold” sales campaign staged recen ly 
by the Public Service Company ot 
Colorado, approximately 300 “| 
percentage” salesmen, their wives 
guests enjoyed an outdoor picnic at 
the mountain cabin of Gaylord 5 
Buck at Indian Hills, Colorado. Sa 
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is and electric appliances had ex- 
ed $600,000 in the drive 


. > . 


[he Howell Electric Company of 

Reno, Nevada recently celebrated the 

ning of its new store on South 

ginia St., which it occupies jointly 

* vith the Moltzen & Fitch Electric 
Company, electrical contractors, and 
t General Air Conditioning Com 
handling heating and air con 


- shy! 
ing problems. 


The Western Auto Supply Com- 
panies of Montana have definitely en 
d the electric appliance — selling 
iness, having added a line of elec 
refrigerators, washing machines 
pment to the radio de 
tment which was already a part ol 





small equi 





shops 
y *. 7 
> 
a \\ Poirson takes over the Paci 
; Northwest territory for Kelvinator, 
y Inc., replacing Paul Lewis who re 
1 to Detroit to take over a still 
‘ re responsibl position with his 
2 = 
. * 
Sales of electric ranges in Montana 
running 36 per cent above those 
ee 1939, according to a recent report 
. - Montana Power Company. 1 lx 
53-week summer campaign on cook 
g equipment ended with a record of 
s “ le 25 per cent above quota, and 
: ; vith 22 carloads of ranges sold The 
- figures recorded 2,052 electri 
ves, 161 water heaters, 240 roast 
SY portable electric ranges, and 
270 hot plates placed on the Com 
\Tiz inv’s lines 
of 
rig . ' 
9 50 
\ remarkable record was set by the 
Washington Water Power Company 
n its 3-R range selling campaign 
, ich ended with August During 
_ three months of June and July and 
the \ugust 2,044 ranges were sold by the 
ve sab pany as against 776 during the 
— same months of last year, a 63 per 
nic! nt mecrease This is in spite of the 
, ty t that this company last year won 
7On- coveted George A. Hughes award 
range selling. Nearly every sales 
in on the company torce made or 
eeded his individual quota 
tors 
air : 
Ices 
ruc 
— Par, John? 
000 
and 
has 
mer 
wer 
She 
york 
in 
were 
aker 
ado 
c ( 
onel 
last 
iblic 
Jen 
t } 
ly ohn Wicht, manager of General Elec- 
» of tric's home laundry equipment section 
higl macks it down the fairway as Chub 
tedman, merchandising manager of 
c a Pennsylvania Power and Light, looks on. 
The match was held near Atlantic City 
” juring a recent convention. 
NG E 
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TO PREVENT RUST TS 


3 


TE OO I Pee 





O' ALL the features that make a washing machine a “best seller’’, styling, 
mechanical perfection and finish take top rank. Apex styling is created by 
a world renowned designer—washing efficiency is assured by the proven Spiral 


Dasher—finish is safeguarded by Bonderizing. 


Finish permanence is so important that Bonderizing is a “spotlight” feature in 
Apex advertising. A special bulletin was recently distributed by Apex, devoted 
exclusively to this outstanding quality. It is one of the factors that accounts for 
the popularity of Apex Washers. It adds a value that makes any washer sell easier. 
American women know its rust-preventing and paint holding character. The 


Bonderized product has a definite sales advantage. 


PARKER RUST PROOF COMPANY, 2164 E. Milwaukee Ave., Detroit, Michigan 


aad for this Keck: 


It gives the salesman complete information about 
Bonderizing—what it is—how it is applied—how it 
protects steel—and what it means to ihe customer. 





RiCliGd CONQUER RUST 


oe ee ee ee ee ee ee 
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| MONTANA LAUNCHES "'5-YEAR" 
PLAN FOR LIGHT CONDITIONING 








BUTTI [ying-in with the national written copy of recommendations (or 
program, the Montana Power Com- | improving the home lighting. On = 
| pany this fall starts its lighting cam- special occasions, she _ assists ie 
paign as part of a directed schedule | housewife with her shopping, taking 
planned to cover a five-year period. | her to the dealer’s store and advis 
The program contemplates the sale of ing her about her lighting purchas 
750,000 lighting units in Montana dur The campaign covers such items as 
| ing the five years. The present cam portable lamps of all kinds, table a 
paign details are based on a survey student study lamps, _ pin-to-wall 
| which indicates that 9.3 per cent of lamps, socket adapters, clip-on adapt 
the sockets are empty in 61 per cent ers, plastic cups, shades, bowls, « 
f Montana homes. Dealers are urged silvered bowl lamps, and mazda lan 


‘ 


Oo maintain “light conditioning” cent 
ers in their stores and to train their 











































sales people in the selling of lighting One-Cent Lamp Sale 
equipment They are urged to center 
heir tie-in advertising on three sched BUFFALO, N. Y.—A_ one-cent lam; 
| uled dates, to give it more effect as a sale, first ever attempted here, has been 
| broadside Other tie-in ads are wel launched by ~ Buffalo Niagara Electri 
nned, but only on these three dates | Corporation. A wallamp is being offered 
| will special soliciting of dealers be | for one cent with each purchase of an 
| carried out The power company I . : ae priced from $9.35 up. 
| ‘ a , 1 = : , 
| maintains a regular schedule of adver floor lamps are not being marke 
| tising throughout the event, which lasts a for this sale. They are 1940 models 
| until Christmas, and offers the assist which the power company is anxious to 
ince of its home service department market before the new 1941 models come 
iid in salesmen training and also in for the Christmas holiday season. The 
to assist dealers with home calls one-cent lz sale was decided upon as 
, ; Bee on - , : i l rs with home call Phe ne-cent lamp sale was dec | 
New G. E. field unit van and group of eight Nela Park taculty members: (left to | Home Adviser surveys a home on re- | a good inducement to make customer 
ght) J. M. Ketch; Gordon Conkle; Mary E. Webber; L. C. Kent; Aileen Page | ouest. leaving witl the homemaker a buy 
C. E. Weitz; Al Reas; and, Walter Sturrock . 
. . . ‘ . 
Charts Lighting Engineer's Domain 
en 
MAZDA LAMPS «ale SPECTRUM LAMP 2,4 E UIP 
MRRP || NT SERVICES 4 
ULTRAVIOLET SWORT-WAVE 
~ 3 : INFRARED 
EFFECT OF RADIATION — WEIENOTN Nest ONES 
Stage set-up featuring spectrum chart and recent G.E. lamp department develop- 
ments. Exhibiting the latest type of G.E. Mazda fluorescent lamps is L. C. Kent 
manager of GE Lighting Institute 
At a recent commercial and industrial lighting conference, C. E. Weitz of the 
Streamlined Van Will Unfold Com- enefit local membe the electrical | Nela Park Engineering department, used a huge chart of the solar spectrum to 
plete Lighting Story to Field industry He ind there, it is expected | show how the modern lighting engineer takes in quality as well as quantity of 
S " it on tk su light, ultra-violet and infra-red radiations. 
‘ 
al . ate 
| Fully ures will, A Piece of Sky’ in Classroom 
Fiehe Coma 
| ( i > Seeing be i 
Nela } fi \ amy 
\ Coa " i i i iu lamps, | 
ind 1 | 
‘ ‘ i n Chief | 
(  « Ww | 
i i t | by Cal h 
. idiat i ( e | 
i ette 
GI lesired 
: ] 000 
Westinghouse to Expand Lighting 
Division 
(; 1) I % i) | ist emerge 
et Westing Ist 
! i t i | ll its ( 
| \ ‘ } liv 
it Clevela O rd a we 
‘ Pa , by W. F. W Mana 
I ive I c i i I ( 
‘er oe - : nd operating ex : : . P ' ° 
_ ot lt ent cauas as, ta ag < Pupils at work in the sixth grade classroom at East Cleveland's Caledonia public 
f ” ss mS! . 7 ob Li 1 ian " y x school work under a man-made sky of fluorescent lamps in specially designed 
scotia oie aemenin Bet olen in eenet dee reflectors. The system, designed by Nela Park engineers of the General Electric 
nands of the stional defense progran Company, is composed of 50 fluorescent lamps which give twice the illumination 
75 (MK lighting | electrostatic a lear found in adjacent rooms equipped with regular lighting, at the same consump- 





tion—2500 watts Frigi 
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3 1940—A YEAR OF BROKEN 
RECORDS FOR FRIGIDAIRE 
i SELLING MEN! 


Th Greater leadership in sales! The sale 
. oe of more than 600,000 Frigidaire refrigera- 
ners tors in 1940 sets an all-time high in refrig- 
erator sales records. 
Only great public confidence in the merit 
of Frigidaire could make this all-time rec- 
ord possible. Such wide-spread customer 
acceptance makes selling easier. 


A sound sales-winning program. In 
1940 Frigidaire dealers had the dream of 
every selling man—outstanding products; 
q the leading name in the industry; sensational 
low prices; constant, forceful advertising; 
and sound, effective selling plans. 
Only men of broad vision and long experi- 
ence could have produced such a program. 
These men support the Frigidaire dealer 
with but one idea—to help him sell more 
Frigidaires. 


ew 


industry’s largest factory. In 1940 
Frigidaire dealers broke selling records 
month after month. Yet despite record-break- 
ing volume, the most popular models were 
always available when needed. 
Only a plant as large and as flexible as 
Frigidaire’s could meet dealers’ demands 
for more and more products, For example, 
refrigerator production was stepped up and 
maintained at the impressive peak rate of 
more than 3 new Frigidaire refrigerators 
a minute. 


The right modeis at the right time! 
Appealing new models were introduced at 
strategic times during the selling season to 
increase even further the dealers’ competi- 
tive advantage. 
Only manufacturing capacity and flexibil- 
ity that gear in with merchandising prob- 
lems quickly can keep a selling organization 
in the strongest competitive position. 


eee a 





| Leadershep 





infection! 





Leadership is not taken lightly at Frigidaire. 
For we know there is no easy way to continued success. 

We look upon leadership as an active selling force 
...a spring-board to new and greater accomplish- 
ments. This concept of leadership is reflected in the 
extra selling advantages built into every Frigidaire 
refrigerator, electric range, and electric water heater. 
It is reflected in the extra value they offer to the cus- 
tomer. It is reflected in every activity of an aggressive, 
experienced factory and distributor personnel that 
works in closest cooperation with a wide-awake, alert 
dealer organization. 

Thus is created a leadership in products, production 
and plans that automatically makes for leadership in 
sales. As proof, every Frigidaire selling record was 
broken in 1940. Again, Frigidaire Dealers capitalized 


on the selling power of Leadership in Action! 


NOW- 
What about 1941? 


It’s going to be another big year for Frigidaire! Inside 
and out, the great new lines of Frigidaire appliances 
will offer sensational new advantages, planned to stim- 
ulate buying interest to new heights. Advertising and 
selling plans will be hard-hitting, aggressive and sales- 
producing! Again in 1941 Frigidaire Dealers will “cash 
in” on the increased selling power of an even greater 


Leadership in Action! 


Frege aire — aerice’s FAVORITE 


frigidaire Division, General Motors Sales Corporation, Dayton, Ohio « Frigidaire Electric Appliances « Refrigerators, Ranges and Water Heaters 
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> LIGHTING SHORTS 





From te to twelve thousand visit- | _ STOR 
pected the electrical appliance Steel Co 
ind lighting exhibit of the B.C. Elec- | " dale: seat ile is 
co ae? Torch of Civilization”, usitior 
tric ompany a lis vear’s Canada | Hig k 5s. Pate 
lacih Lexhibition Feature of the | nspiring New Boo ent N 
la vas Cinderella’s kitchen, with r Laas ; ; lestro’ 
Se , , a he tascinating story otf man's —- 
t two girls who every half hour : ‘ 
, ’ . quest over darkness—literal and fig > and 
( pantomime thre differences 1 ' ifra-R 
anh the Gitte ol costae oak 1 oe darkness—is dramatically told ; [oa 
| Salon of Light new book, “Torch of Civilization” - ee 
ver t . t lamp but Matthew Luckiesh, D.SC., D.E., dire pater» 
eve vil oO 1 | > A e! 
- : t] “ e r of General Electric’s Lighting Rese “seg sis 
( ypeenl i dGad { , 1 etl or 
! to | ler in the ( m Laboratory at Nela_ Park, Cleve — 
( ( ) vce " the ’ a 5 1 R 
, 1 TI Ohio. It has just come off the pre Red Ray 
‘ . hee: lie : * G. P. Putnam's Sons, New \ exte 
" rmation woth was the City und are a 
lamp which last vear ef ' a re. 
Re vag aera” s oil - 7 rhe new book, apparently the aut 
icted s 1 lavorable attention. answer to modern black-out’ oa Numer 
P i 4] > 2 « Sv i uf « ‘ ‘? ts Sait 
% e farm was displayed mocking of civilization, is timel : on ms 
‘ rat lunidy y st POR . ae epuhd- Piet 4 
cee ding just acro _ the though it is written to hold the int { sms, bac 
d B.C. Electric patriotic - © ear ees “ae ee ee justry, re 
it Won . mld prize im its class nn "” 1 , ast " ; nd ontr 
‘Taig eee 1: ' hil Porch of Civilization” contains mu cipteaiiaaiente 
i 1S rece I iw the ¢ xh 1 to capture the imagination of the ire, ani 
It was e of the few exhibits idult 
‘ ; ic¢ < ik. 
‘ ) ‘onstruction survived the ge a Sewer er ic te 
iit tig lage ae marked (relating to light, sight, color, healt 
it t nm the day i the event ‘ <n } } 
etc.) written by Luckiesh, the aut MANRA 
e ‘ e rises to his fullest stature as a write EN 
scientist, Viewing light this time in its 
\ better in half-page ad on Better broadest sense, Luckiesh takes the rea 


a gal ctr, grt cootese 
red by the Albuquerque | °" many a ally to such realm 


Gas & Electric Company of Albuquer- mythology, religion, philosophy, history MERID 








que, N. M. fall lamp bulb physiology and biology Jr., and 
that munity een ret 
Lo. of 
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Ko, the first time, truly glare-free POLAROID light ‘Ai. ecarers tah e 
bd ‘ = in ) vis were isted See 2 + * is the 
' r ° — e Pa of Stvles in New Light ire for 
P _ > ‘ > are > _ P ; . ; 
at a price students and their parents expect to pay! Conditioning Lamps at these Progres a Ce Se Ee Se er eae 
» i neve os . ran the headline At the “Anti-Bulb-Snatchers” campaign past merchan 
Put this new lamp on your counter—arrange the clo - added, as one of the dealers | the Idaho Power Company reports nishing 
” . , uy ” ste » “All Uta Power at nd 4,839,911 watts in lamps sold, or 65 ing sol 
self-demonstrator to show POLAROID light in action ight Company Stores.” Other appli- | per cent of the 7,500,000 quota set tagged \ 
ince ads run by the power company The “Lights Up” campaign, which has to acqua 
—and watch customers stop eee look eee and BUY. arty the srogat Buy I ectrit Appli been running at the same time, re Ame rica 
es From Your Dealer ports 62 floor lamps, 26 desk and table lise als 
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type shade. ... ORDER NOW from your distributor. O the finest clectrically wired | this initial stage of the fall Better 
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series of lighting ads, starting nishe 
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offered a free lighting check-up 
suggested seeing the new lamps 
fixtures at any dealer's 


EXECUTIVE MODEL No. 114 


For office or home. Sleek, modern design by Walter 





Dorwin Teague. Walnut or ebony bakelite, satin 




















, An entire page of publicity and SCHE 
cast-aluminum column. $ 75 vertising was devoted to a discuss t Co 
Retails at g75 of IL.E.S. lamps—what they are tracts 

the reason for their adoption, struct 

Seattle newspapers early in Octo Schene 

, + Leading ads were sponsored by manufa 

G-E hove Grong? ow? 6 Saw parm Puget Sound Power and Light Com- din: 

display basket for Mazda lamps which pany, with dealers tying-in on lamps strsetts 

serves as a reminder and announces re- adanters and even on eye gia for mu 

duced prices. Holes are provided to (“When vou check vour light cl Che 

hold lamps upright. your sight’) $510,00 
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FOSTORIA ACQUIRES | 
LERAY INSECT- | 
KILLING LAMP | 




































ar STORIA, O.—The Fostoria Pressed | 
steel Corp., Fostoria, Ohio, announces 
lisition of the trade name Leray with 
Patent No. 2,051,057 and Canadian 
ent No. 374,122 which cover the act 
lestroying insects and the like, thei 
s and larvae, by irradiation 
ifra-Red Rays, which have quick 
il effect on living organisms of the 
er order, are directed over the surface 
ere insect pests exist, with a handy 
elector device which encases an Infra 
Red Ray Lamp. In a matter of seconds, 
exterminating heat rays penetrate 
| are absorbed by all insects within its 
Numerous applications include the kill 
if insects, vermin, fungi, micro-organ 
_ bacteria and the like, in home, in 
try, retail stores and public buildings, 
| control of such organisms in agricul- 
ire, animal breeding and horticulture 
This year America will celebrate the greatest Christmas in 
its history. NOMA will take a more than active part in this 
MANNING BOWMAN celebration—will you? Present conditions have brought to the 
ENGAGE APPLIANCE American people a deeper appreciation for the manifold privi- 
DESIGNERS leges in life—the American way. 
MERIDEN, CONN.—Philip Murray, +O 
fe , w 
Ir, and Arno H. Scheiding have just In the defense of these privileges a a 
wen retained by Manning, Bowman & feel that decorative lighting has an im- 
of Meriden, Connecticut, to design : 
~ ; casly take lanai anaene ae portant role to play. The destiny of any 
ther products. nation is not determined by force of arms 
} oh bot] ounge desieners } > i i 
though both young lesigners, they have alone, but rather finds its success or failure 
id extensive experience in = industrial : it : i Rea? 
rk. Their most recent undertaking in the rising or falling tide of spirit in the 
s the designing of lamps and wooden- h : 
ps earts of its people. 
ire for the American Way movement 
promote American designers. This , J ‘“ , 
im setarinitiiies alniaet slits alitat themeik tenih- Decorative lighting does much to main- 
rts nishing and decorating items, is now be tain and increase the happy spirit of 
r sold in stores throughout the country, festive hi . 
ceca ality Gee dais "a eae te anes = estivity. This year through the medium 
: acquaint — with wet ot pe fights of decorative lighting millions of American 
merican industrial artists Merchan y ° ° is 
ee alee Geslned tr them is mow belte » homes will radiate a message of Christmas 
shown at the Metropolitan Museum's Ex- cheer. 
ibit of Contemporary American Indus 
rial Art In a world that is blacked-out by clouds 
‘ of conflict and disillusionment, let us wel- 
. come the bright star of Bethlehem through 
te ROYAL REPEATS COM- the clear skies of America. Let's hope that 
BINATION CLEANER OFFER its kindly light will not only bring to us 
LEVELAND, O “Royal Repeats cheer and courage, but will also reflect a 
i eaeinand Suervone has asked far " ° e 
lemand. Everyone has a — for 11 bit of its warmth in the hearts of our less 
it 1s the theme of a mailing piece 
, reintroduces the Royal “No. 173RX” fortunate brethren. 
Jan- ombination to dealers in all parts of the 
oe United States for fall 1940 
t [he combination sells for $39.95 and As usual NOMA takes the 
nsists of a floor model (No. 173) with lead in preparing for this 
shed aluminum finish, revolving h ° Th ‘lust 
ish and headlight—and a_ revolving appy occasion. e mustra- 
sh hand cleaner (No. 157) with tions show but a few of the new 
lished aluminum finish and wide open . ° 
coe” Miami. diaenetien taea tek ca and fast selling items. Why not 
| known red and black Royal dust bags. A send for a catalog showing the 
this mplete set of cleaning and demothing comolete i d | h 
) tools in a red and black carrying kit piere line an earn = why 
be substituted in place of the hand NOMA is truly the greatest 
aner ‘ ‘ alan 
Phe “173RX” is featured nationally in name in decorative lighting. 
Saturday Evening Post advertising, and 
dealer can tie in locally with attrac 
Bord Se eee ee ALL WITH MAZDA LAMPS 
1 rx dodgers, and package inserts are 
nished in usable quantities without 
sed in able a NOMA ELECTRIC CORPORATION 
55 WEST 13th ST., N. Y. C. 
G-E BUILDING RADIO PLANT 
SCHENECTADY—The General Elec- 
tric Company announced today that con SH HTH 
tracts have been awarded for the con- ) 
tion of a new building in_ its 2 tauenitt 
Schenectady works to be used in the 
nufacture of radio transmitters. The 
‘om- ding will be of brick and steel con 
iction, 800 feet by 168, with provision 
multi-story offices in front ; 
| The cost probably will be in excess of 
0,000 
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ay oniteD SALES 


l Be represented in the Classified 


Section—‘yellow pages’— under all 


the different classified headings that 


apply to your business — for example: 


"Vacuum Cleaners—Dealers, Washing 
Machines— Repairing,” “Radios—Retail.” 
Surveys show that thousands of telephone 
subscribers use it asa shopping guide be- 
cause it contains a wealth of buying in- 


formation. 
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Advertise in the Classified Sec- 
tion, giving helpful information marks and brand names 
about your business or service. Pros- 
pects who know more about the 
find who sells that advertised 


they'll find you. 


service you render will want to buy 
from you. 


For further details, call your telephone busi- 
ness office and ask for the directory man. 


| sb do}-5 ol Toh a-o A-5 ol -S ale Mob ath a at-M OSE-T-T-3650-To! ,. 


Section to find“* WHERE TO BUY IT” 
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Be identified under the trade 


of the 


products or services you sell. Then, when 
prospects look in the ‘yellow pages’ to 


brand, 





BUSH WINS MCGRAW 
AWARD CONTRACTORS 
MEDAL FOR 1940 


NEW YORK—A. Lincoln Bush, presi 
dent of the Belmont Electric Company 
New York, received the James H. Mi 
Graw Award Contractors Medal for 1940 
according to a recent announcement by 
Earl Whitehorne, secretary of the Awards 
Committee. 

The award was presented to Mr. Bus! 
“in recognition of his contribution to the 
advancement of the contracting brane} 
of the electrical industry through his long 
and consistent devotion to 
work in local, state and national organiza 
tions, to which his unflagging interest and 
activity have brought high leadership and 
a fine example of generous sacrifice and 
enthusiastic cooperation in the promotion 
of the common progress.” 


The Judges 


Presentation of the award was made 
at the convention of the National Elec 
trical Contractors Association in Jack- 
sonville, Fla., October 23. 

The committee of 
awarded the medal to 
sisted of John Jay Bauer, John Jay 
Sauer, Inc.. New York; W. Edward 
Fraser, H. B. Fraser & Co., Philadelphia 
E. G. May, E. G. May Co., Albany, N 
Y.; S. J. O’Brien, S. J. O’Brien, Inc 
New York and Earl Whitehorne for the 
Committee of Awards 


The Citation 


association 


judges whic! 
Mr. Bush con- 


The citation accompanying the award 
read in part: 

“For four served as at 
executive committeeman of the Nationa! 
Electrical Contractors Association. Fo 
fourteen years he has headed the New 
York State association as president 
chairman of the board, where he has 
sponsored much legislation needed for 
the electrical contractor, improving the 
relations between employers and_ labor 
ind assisting with the problems of in 
dividual city groups. Mr. Bush als 
evolved the plan whereby the two largest 


years he has 


contractors associations in New York 
City were united and he has been the 
president or board chairman of this as 


sociation for many years. Here recently 
he evolved and brought into operation a 
work sharing plan in which employers 
and labor are successfully cooperating i 
the electrical construction industry 
New York City. For eleven years 
was vice president, for two years pres 
dent and he is now chairman of the Ele 
tric and Association of New York 
City, with was instru 
mental in organizing as a consolidation « 
the New York Electrical League and the 
New York Electrical Board of Trade 


Gas 


which others he 


IRONRITE SETS 
20-YEAR HIGH 


DETROIT—“Shipments of Lronrites 
luring September set a new high for the 


20 years we have been manufacturing 
and selling ironers exclusively,” an 
nounced W. R. Dabney, sales manager 
of The Ironrite Ironer Company. “1 


brings our sales through September 


27% ahead of last year, in spite of 
38% increase in 1939.” 


When asked for reasons for this un 
precedented rise of Ironrite in the “over 
$80.00 class”, Mr. Dabney stated, “Our 
1940 field-tested sales plan, which fea 
tures guaranteed user satisfaction and an 
aggressive promotion program, has had 
wide distribution and enthusiastic recep 
tion by the dealers. Couple this with sat- 
isfied users by the thousands to whom 


we can actually trace between 45-50% ol 


our business and you have the answé 
“Expecting even a greater increase 
the last three months,” concluded M: 
Dabney, “we are increasing production 
schedules to a new high in an attempt t 
fill all dealers’ orders for the extremly 
active Fall and holiday season.” 
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| THANKS FOR THE ‘712’ 
YOUNGSTOWN PRESSED 


STEEL KITCHENS 
ARE NOT HIGH PRICED! 












The Youngstown low priced 
modern kitchen and an unsat- 
urated market, is a team that spells 
PROFIT. 

Youngstown Pressed Steel offers you 
an opportunity unsurpassed in the history 
of merchandising. With our PROVEN 
SALES PLAN, you too can share the 
wealth to be found in a wide open market. 

Write to-day for complete information, 
and let us show you how to take advan- 
tage of the chance that comes only once 
in a lifetime. 


YOUNGSTOWN PRESSED STEEL DIVISION 
Mullins Manufacturing Corporation, Warren, Ohio 








PLEASE SEND ME COMPLETE INFORMATION ON THE “Youngstown” 
DEALER FRANCHISE FOR MY TERRITORY. 

Name - 

Address 

City = ——— 





EM-1140 
























STEWART-WARNER POINTS FOR 
REFRIGERATOR REPLACEMENT BUSINESS 


FRENCH LICK SPRINGS—Two facts 


distributors put in their pipes and smoked 


sured profits for the dealer. 
The 1941 list prices on the ¢ 


at the Stewart-Warner Corporation re- models shown ran as follows: Standard 
frigerator convention at French Lick models; No. 420, $101.95; No. 601 
Springs Oct. 16-19: $114.95; No. 611, $134.95; No. )] 

1. About 80 per cent of the Dual-Temp | $159.95; Dual-Temps, model No. 66], 
sales last year were step-ups to people | $189.95; No. 671, $219.95; No. &6l 
who came in to buy cheaper boxes. | $224.95; No. 871, $259.95. All prices 


f.o.b. factory, and include the five-year 
warranty. 

Welcomed by James S. Knowlson 
president, at a dinner, following a visit 
to the factory at Indianapolis, the second 
day began with a talk by Joseph C. Elliff 
assistant general sales manager. A. B 
Dicus of Hays, MacFarland & Co., ad 
vertising agency, and C, C. DeWees, ad- 
vertising manager, Frances Weedman 


2. Nearly 50 per cent went to families 
as replacements of old electrics. Obvi- 
ously here was a refrigerator so im- 
proved that it stood above the buzz-saw 
of mail order price competition, Stewart- 
Warner officials argued. The Sterilamp 
which produced ultra violet rays to kill 
bacteria, the moist cold air method of 
food preservation that retained flavor, 
the freezing locker which provided sub- 


freezing temperatures to handle 50 lb. of | home economist, I. Veeck, Gus Treffei 
meat, vegetables or fruit, were all new sen, Edward S. Brinsley of C.I.T. 
angles that older refrigerators did not others spoke, all embroidering the gen 
have, distributors were told. So after | eral theme of Charles R. D’Olive, House- 
eight years in refrigeration, two with | hold appliance sales manager. Highlights 
Dual-Temp, Stewart-Warner men were of various talks: 

convinced that they had the key to a Finance: Edward S. Brinsley 
profitable replacement market that as- C.1.T. outlined the free floor planning 


Kelvinator Executives Prove Good Cooks 








Four people who don't believe that too many cooks spoil the broth are Kelvinator's 

general sales manager Frank R. Pierce and three members of his sales staff. The 

occasion was a special cooking session held for district managers in the Kelvin 

Kitchen recently. Grouped around range are Don Rulo, sales manager, Laundry 

Equipment Division; Harold Tasker, district manager; Pierce and Ed Barnes, district 
manager. 





It's difficult to tell who's getting the most roasting in this picture—Kelvinator's 


range sales chief, Steele R. Sellers, or the meat. Standing by giving their expert 

advice are Charles T. Lawson, manager of the Household Appliance Division of 

Kelvinator; Ray Legg, western sales manager; and Tom Farrell, head of Kelvinator's 
Parts and Service Division. 
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Schicks! It Got Away 





A 


Ken Gifford, vice-president in charge of 
sales for Schick Dry Shaver, has just 
returned from a cross-country marathon 
that took him to the West Coast. He 
brings back this picture of ‘man at 
work" from Arrowhead Lake on Big Bear 
Mountain near Los Angeles. 


ingement that gives the dealer with 
$1,000 net quick worth six refrigerators, 
three ranges; no finance charge for 90 
lays. (Indiana excepted). He told of a 

e home demonstration plan. Several 


istomer payment arrangements were 
itlined. A preferred purchaser plan 
permitted adding a sale to the paper of 


any custome! who was working out O.K. 
1 another item; four, eight and two- 
iyment plans for farmers were available, 

Mr. Brinsley said. Customers were in- 

sured against loss. (Except in Ohio). 

Recourse on dealers is limited to six 
nonths. 

“The average dealer sells 25 to 40 re- 
irigerators a year,” Mr. Brinsley stated. 
\ check-up of sentiment in the 230 

C.LT. offices in the field showed that 
lealers preferred limited recourse to 

lower rates.” 

Home Economists: “Do you want 
e to lead up to it, or shall we talk 
about women right away?” asked Gus 
lreffeisen. “Home economists are needed 
) promote sales,” he said, “for distribu- 
rs, dealers, among groups of women 
ind with owners. Not only should dis- 
tributors demand attendance of dealers’ 
ives at meetings but it was suggested 
that distributors employ and send out 
me economists to call on dealer pros- 
pects at $1 a trip.” 





Polly Gade, head of Kelvinator's home 
economics department, gave a few cook- 
ing lessons to Steele R. Sellers (right), 
Kelvinator's range sales chief, and Wal- 
ter Mason (center), his assistant. 











ELECTRICAL MERCHANDISING—NOVEMBER, 1940 


, Wred by the suit- 

oT Agineytl formance of a wash- 

ing machine depengs otor. And so it is that outstanding 

performance is to be expected from the many leading makes of 

washers powered by Sunlight motors. For Sunlight motors are 

engineered and built with care and experience comparable to 
that lavished on the power plants of fine automobiles. 


Sunlight engineering is backed by 24 years of specialized experi- 





" ence in building quality motors for the washing 


machine industry. And these 24 years have brought 
a continuous growth in the demand for them— 
, growth that is proof-positive of the suitability of 
Sunlight motors. More than 4,000,000 satisfied users 
= speak for their dependability. 
“Engineered for the job” means that Sunlight motors 
provide many advanced features. For example, high 
starting and pull-out torques give triple the rated 
power, when needed, to safeguard against overloads. 
Windings are doubly protected by insulation and 
moisture-proof impregnation. Bearings oil themselves 
for the life of the washer. 
Sunlight motors provide you with the power to give 
full satisfaction in selling modern washers—power 
to sell. Sunlight Electrical Division, General Motors 


Corporation, Warren, Ohio. Aad 
| Sabie, Z 
~*, a~ 
DEPENDABLE WASHING MACHINE —"Gap.- 


MOTORS FOR TWENTY-FOUR YEARS “°"°s 


2 


SUNLIGHT MOTORS 
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Ifa prospect acts like this... 


a 





























TELL HER ABOUT DULUX ! 


“ne v 6 Par Off 


ZOU KNOW THE KIND... carefully check- | —how easy DULUX is to clean, which means 
y ing every detail herself, inspecting every __ less work for her. 
square inch with a scrutiny that would do Point out the DULUX seal. Tell her that the 
credit to Sherlock himself. famous Du Pont reputation for highest qual- 

\nd here’s a tip that may make your sale __ ity stands squarely behind it—to assure her 
far easier: Point out to your prospect the — that she’s getting full value for her money. 
sleek, beautiful finish of Du Pont DULUX. Ex- This “‘extra”’ in your sales talk really works— 
plain how DULUX keeps its brilliant snowy for many’s the salesman who has used it to 
whiteness; how DULUNX is resistant to grease, clinch sales faster. E. I. du Pont de Nemours 
oils, food stains and accidental bumps. Tell ©& Company (Inc.), Finishes Division, Wil- 
her—better vet, demonstrate witha damp cloth mington, Delaware. 


Tune in “Cavalcade of America’’...NBC Red Network ...every Wednesday evening 


aU PONT 


REG. U.S. PAT. OFF- 


DULUX 


REG.US.PAT. OFF 


FINISH 
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irles H. Guy, Northwestern District 


Westing 


Merchandising Division, has been 


undising manager for the 


ited assistant sales manager of the 
nm 

ink R. Kohnstamm, sales manage 
e Division, announced Mr. Guy's 
tment to the newly-created post 


Division has two other assistant 

Mills, at the 

held headquarters of the Division. 
F. O'Donnell, who recently 

ed to Francisco to 

m’s West Coast 


managers— Reese 
was 
direct the 


tivities. 


San 


SdiCS aA 





CHARLES H. GUY 


5S. M 


Davison, Mer 


1 the Ssout 


indising Division 
eastern District 

veadquarters in Atlanta, succeeds 
Northwestern District mer- 
lising manager, with headquartet 
io. William B. ¢ forme! 
sales Development Manager im the 
rn District, is named Merchan 


distri 


Gauy as 


reech, 


easte 


g Manager ol 





S. M. DAVISON 


saies 





Guy is a_ widely-known 
lengthy rience rang 
g trom door-to-door selling experience 
several } utility contact 
in promotion of electric appliances 
work for the Eureka Vacuum 
aner Co., in Columbus, Ohio, in 1920, 
ipervisor of a retail crew. In 
than a called to the 
pany’s headquarters in a sales person 
apacity 


itive with 


exp 
, 
years as pupil 


began 





Sdl€s 


year he was 













































































WILLIAM B. CREECH 
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Except for a two-year period when h« 
managed a large Pittsburgh appliance 
continued with the Eureka Com 
until 1933, at which time he was 
branch ] New England 


store, 1 
pany 


manager tor the 





states with headquarters in Boston. He 

spent a year as utility contact man fo 

an appliance distributor, then joined 

1 1935 

Westinghouse as utility 

ie Retrigeration Depart 

‘ erchandising manager ol 

the Sout Central District, with his 

offices Ala. In August, 

1939 ted Northwestern 
District manage! 





Coleman Lamp & Stove Co. 


Che election of Sheldon ¢ 


oleman to the 


office of executive vice president and 
general manager of the Coleman Lamp 
and Stove Company is announced by the 
ompany board oi directors, effective 
Octobe r 1 

Sheldon Coleman, the eldest son o 
W. C. Coleman, president of the Com 
any, has been associated with the Cole 
man Organization twenty years He 
started work in the factory and worked 
Is Way up to the position ol general 


works manager and 
manager, which 
the past several years 

Mr. Coleman succeeds J. H. Gral 


who elected 


assistant general 
; oes 


position he has held for 


am, 


was vice president and as 


signed to other important duties in the 
management of the Coleman Company 
Mr. Graham first became general man- 





SHELDON COLEMAN 


ager of the Coleman Company in 1911, . 
but some years later, at his own request, 
was transferred to the Los Angeles 
Office as manager of the Pacific Coast 
Territory Upon the death of Mr 
Charles E. Parr two years ago, Mr. 
Graham was persuaded to return to 


Wichita and assume for a limited time 

| duties of general manager. Mr. 

(;raham will continue as an active mem 

ber of the executive committee, which 
Is all company policies 


the 


ontrols all 


Railley Corporation 


Railley Corporation announces the ap 
pointment of C. F. Bookman, Sr., as 
general manager. He has assumed the po 
sition vacated by the late Edwin R. Good 
man, founder of the Company. Mr 
Bookman had comptroller of 
the Company since its organization in 
1933 

J 


served as 


R. Godfrey, sales manager for the 
past year 2nd prior to that for three years 


Chicago sales manager, is appointed man 





ager of the lamp division. C. F. B 
man, IJr., continues as manager of 
shade division, a posi he has 
since 1934 
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Eureka Vacuum Cleaner 
Stevens, vice president in 
charge of sales at Eureka Vacuum 
Cleaner Company, announced — the 
appointment of O. H. Golberg 
sales manager in charge of advertising 
und sales promotion Mr 


George T. 


has 


as assistant 


In this position 


} 





O. H. GOLDBERG 





Golberg will maintain supervision and 
correlation between TO 
grams and sales promotion activities 
kor several years M Golberg was 
vith the Campbell Ewald agency. Later 


he joined the General Motors 
poration in the capacity of assistant ad 
vertising Manage! 


Radio he went to F 





T. J. SHAUGHNESSY 


assistant advertising 


(;seneral Motors as 


manager. This led to a position as dis 
trict sales manager for Frigidaire and 
later to the job of regional sales man 
ager for Eureka 

Mr. Stevens also announced 7 J 


Eureka Division Man 
Indianapolis territory. Mr 
is well known in the appli 
“ureka 


company 


Shaughnessy as 
ager in. the 


Shaughnessy 





1 t+ « 
ance field as a representative of Eu 


having been connected with that 
for 


many years 


Underwriters’ Laboratories 


On October 15 Howard G. Dodge 


assumes his new duties as head of the 
Underwriters’ Laboratories San Fran 
cisco office at 500 Sansome Street. 


Mr. Dodge replaces Mr. Kenneth W. 


Keene whose resignation takes effect on 

the same date Mr. Keene has not 

announced his plans for the future. 
Dodge is being transferred from the 


Los Angeles office. He brings with him 
to his new position a wealth of informa- 
tion and experience gained in eleven 
years of factory inspection of products 


approved by the Laboratories and in the 
testing of new designs submitted for 


approval. 





Airtemp Division (Chrysler) 


Announcement of the 

Earl Marr as 

the Airtemp 

poration has 

R 1 

Ausseil, 
The 


yea! 


appointment of 
general sales manager of 
Division of Chrysler Cor 
just been made by D. W. 


president 


new appointment within a 
from Mr. Marr's 
as sales manager of 
of Airtemp, which 
in November, 1939, 


In his new capacity 


comes 
last appointment 
the Heating Divisio 
position he took over 
Mr. Marr will be 


1 
sAdiCs 


responsible for the management of 
both the heating and cooling equipment 
Mr. Marr has more than 17 years « 





EARL MARR 


perience vering every phase of manu 
facturing, sales and merchandising in 

nine \ iutomatic heating equip 
mel early ‘20's he marketed his 
own burne Minneapolis, and from 
1931 1939 he was manager of the Oil 
Burne ivisio f Westinghouse Elec 

Su ( 1 


General Electric Supply Corp. 


The appointment Charles R. Prit- 
chard and Ralph J. Brown as_ vice 
presidents of the General Electric Supply 
Corp., Bridgeport, Conn., has been an- 
nounced by John I }usey, president. 


tments become effective im- 
mediately G. E. Supply Corp. is a 
whol butor of electrical equip- 
outlet for the 
supplies, construction ma- 
Mazda lamps manufactured 
eral Electric Company. 
Pritchard, a native of Bessemer, 


These appol 


1 
Crdit 


ment and the irgest single 


| 
ipphances, 


and 





teri ils 


he Ge 


associated with the Gen 
Company in Birmingham, 
1918. From 1920 to 1932 
Supply 

or, be- 





joined 
1932, and be 
iger tor the 
1934. In 1937 he 
ted manager ot spe ialty ap 
with 
Bridgeport, continuing in 
until the time 


Was 


, ’ me 
pliance sales to t 


ippoit 
Supply Corp 
headqua ters 
this position 


present 
{ p n 


Brown. a native of Lynn, Massachu- 
setts, has been with the Supply Corpora- 
tion since 1929. In 1915, after gaining 


several vears’ experience with various 





RALPH J. BROWN 
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With less than 2 
with Kitchen Ventilating Fans, there is a huge, fertile, virgin 
sales potential waiting for alert dealers to act. 


makes it easy for you to cash-in by broadcasting the story in 


national ; 


displays 


hard-hitting selling helps. For complete details on this 


money-making proposition, write, wire or phone your 


distributc 


ads 


vr ofr 


of the wired homes in America now equipped 


by providing you with FREE demonstrators and 


by making available to you a wealth of 


ILG office today! 


And now ILG 





Nationally Advertised 
House Beautiful and 
House and Garden. Te 
~ to K.O." Kit 


Odors Tic-in and cash 


Free / KITCHEN FAN DEMONSTRATORS 





~~ 
unt" 


“PORTABLE” MODEL (front view) — with ad- > 
justable panel . 
any kitchen window frame 
rented homes 
fan operates... 


plugs-in 


“gums-up’ 





yee: 


to 


Armanentty Built-in 


. installs with eight screws in 
Ideal for tenants of 


your customers can 
feel the quality of ILG's “lifetime” construction 

are convinced by the fascinating “match test” 
(proof right before their eyes of ILG's exclusive 
self-cooled miracle motor that “breathes” — never 
service, shorten life!) 


« “BUILT-IN” MODEL (front view) — for per- 
manent installation in walls of new or modernized 
kitchens. Demonstrator plugs-in— weather-tight 

oa door opens and closes, fan starts and stops. Pros- 

pects see the fan in operation as it will actually 
appear after installation ... Aear the results of 

ILG’s smooth, effortless, supremely quiet 

operation 


Demonstrator 





ILG ELECTRIC VENTILATING CO. 


2874 N. CRAWFORD AVENUE, CHICAGO, ILL. 


Offices in 43 Principal Cities 


Yitaliped 


Vee uA TION 


a ee eee ee ae ee ee a. a oe Oe, ae 
































CHARLES R. PRITCHARD 


shoe manufacturers and textile mills, he 
oined the Pettingell-Andrews Company. 
wholesale distributor of General 
lectric products. He remained with this 
organization until October, 1929, when he 
joined the Supply Corp. at its head- 
quarters in Bridgeport, Conn. 


j 
Boston 
I 


G-E Supply Corp. (Richmond) 


Several personnel changes have been 
made by Boyd A. Propert, district man- 
ager of the General Electric Supply Cor- 
poration, Richmond District: 


Gordon | Myers has been trans- 
ferred to Richmond from Atlanta, and 
has taken over the duties of operating 


manager. 

J. H. Watson, transferred from the 
Ss henectady Works, has been appointed 
advertising and sales promotion man- 
J. I Bostian has been appointed sales 


ntative in the Charlotte Nn. Ge 


Hotpoint 


ement by R. W. Turnbull, 
i of the Hotpoint Company, 
at A. A. Borgemenke, sales 
Hotpoint Company's 
ilad rict, has transferred 
eadquarters to the « ympany’s New York 
District Office, 570 Lexington Avenue, 
New York City, where he will assume 
full responsibility for both the New York 


tates t 

manager tor the 
hitadeinh 

I iaAGCI Pilla 





I 
| Philadelphia districts of the Hot- 
Company. 








BORGEMENKE 


W. L. SAYRE 


NOVEMBER, 
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W. L. 


Sayre, who has managed 


Hotpoint New York District for seve 
years, has been appointed manager 
the Hotpoint 
Buffalo, New York, where, according 1 Motor P. 
Mr. Turnbull, he will assume respo: : 
bility for operation of the several N 
York Hotpoint distributing branches 
porting to the Buffalo Office. Spe 
programs and plans for Hotpoint wh 
sale operations are being tested un 
Mr. Sayre’s direction. 


. 2 Naming 
Branch at wer of th 


I 


Distributing 


inced b 
poratio 
e been 


Blackstone 


P. S. Moynihan, sales manager 
Blackstone Corporation, announces 
appointment of W. K. Chapman as sa 
promotion manager for that organizati 
effective October 1. 





Mr. \ 

gineer 

rozen 

1 has | 

ting e1 

s Cor 

John 

vartme 

W. K. CHAPMAN Pa 

sion sta 

& Man 

Mr. Chapman, who has resigned iarters 

position as special merchandising re} irmitur 
sentative for Bendix Home Appliances t 
assume his new duties with the Bla 


stone Corp 
twenty years in the major appliance fie 
as a sales and promotional executive 
leading manufacturers, and as both 
tailer and distributor of home applian 

While Mr. Chapman's 


will be at the 


+ 


ration, has spent more 


headquart 

company’s Jamest 

offices, it is expected that the ma 
' 


portion of his time will be spent in t 


I 


field. 


Manning-Bowman 


Mrs. Jeanette R. Poey, home econon 
teacher and demonstrator, has just be 
appointed by Manning, Bowman & ( 
f Meriden, Conn. to direct consun 
education and to work with power c 
panies, distributors and dealers in 
moting electrical appliances Pri 
In joining Manning-Bowman, M 





- : s in 
Poey leaves a position at the New ¥ ores 
World’s Fair where she was a den Philade 
strator at the Electrical Farm. For t 
vears she lectured on equipment tor 
New York and Queens Electric Li 
& Powe! Co 

In her position with Manning-Bowm: W. 

Mrs. Poey will work with dealers, ¢ ams | 


plaining the woman’s point of view in the 











equipment Most of her contacts, to the 

ever, will be with women’s groups, s! Mr M 

ine them the varied uses of electri New Y 

appliances m ot 
JEANETTE R. POEY 

ELEC 









Deep Freeze 


Naming of W. L. Morrison as man 
r of the new Deepfreeze Division of 
8 Motor Products Corporation was an- 
inced by A. L. Lott, president of the 
poration. Headquarters of the division 
e been established in North Chicago 









W. L. MORRISON 


Mr. Morrison, a veteran automobile 
gineer, 1s inventor of the Deepfreeze, 
rozen food storage unit. Mr. Morri 
has been engaged in continuous con 
lting engineering work for Motor Prod- | 
ts Corporation since 1917. 





Westinghouse 


John N. Barker, formerly an eastern 

artment store executive has just joined 

Pacific Coast Merchandising Divi 

n staff of the Westinghouse Electric 

Manufacturing Company with head- 

iarters in San Francisco at the Western 
niture Exchange 







Automatic 
Moderne Iron 
‘ce- Weight a 
ae 3 pounds 
New light that 
“ “When” 
“Dial the Fa 
Price, $8-95 


Triple Whip Mixer 


Powerful motor 


plete with juicer) 





JOHN N. BARKER 


Prior to joining Westinghouse, Barker 

in charge of the electric appliance 

epartment of Lit Brothers, a prominent 
Philadelphia, Pa. department store. 





Williams Oil-O-Matic 


W. A. Matheson has rejoined the Wil 
ums Ouiul-O-Matic Heating Corporation 





in the newly established post of assistant 
the president. Since February, 1937, cic 
Mr. Matheson has been in charge of the 










New York office for the Delco Heat Divi 
sion of General Motors Sales Corporation 





Tr oast® a in 
s 109" ops 
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W. A. MATHESON 
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weighs 


bric”’ control 


Multi-speed control 
Mixing bow! light ty 
Price, $22.75 (com- 


Tel-A- 














\. GENERAL @ ELECTRIC 


says 


= 


Automatic 
Roaster 

Cook light 
control 

Adjustable 
vents 


cover 


» FOR YEARS 





GENERAL @ ELECTRIC 
HEATING DEVICES 























pliances 


For many years old Kris Kringle 
has been filling thousands of 
requests for Practical Gifts with 
General Electric Appliances. 
Again this year with all the 
newly designed products being 
advertised by G.E., old Santa is 
bound to fill many of his Senti- 
mental Gift requests with these 
famous appliances. 


NATIONAL ADVERTISING AND 
PROMOTION 

To make your job easier during 
the Holiday Season, G.E. is ad- 
vertising these appliances ex- 
tensively in LIFE, GOOD 
HOUSEKEEPING and the 
LADIES’ HOME JOURNAL. 


SPECIAL PROMOTIONAL PIECES 


including 





displays, banners, 
folders and ad mats have been 
prepared for your identification 
during the Holiday Season. See 
your G-E Distributor early to 
get an adequate stock of mer- 
chandise and promotional 
materials. 








Appliance and Merchandise Dept., 





Bridgeport, Conn. * Ontario, Calif. 




















What About 
Next Year's Merchandise? 








® With the electrical appliance industry closing its most successful year since 1929— 


and with prospects bright for even greater business in 1941— 


The appliance Trade is already asking ‘what about next year’s merchandise?” 





Pertinent questions, these—and the Trade knows right where to find the correct answers! 


It will find them at the three big Merchandise Shows in Chicago, next January, and in 


the December and January issues of 


ELECTRICAL MERCHANDISING 


@ Between January 5 and 20, Chicago will be 
the Mecca of every appliance buyer who can leave 
his desk to attend the Shows. 

Between now and Show-time, the buyers who 
plan to go, and the less fortunate stay-at-homes 
will be thumbing the pages of the December and 
January issues of Electrical Merchandising to catch 
the first pre-Show announcements of new goods, 
new prices and promotions. 

These two issues of Electrical Merchandising en- 
able the appliance manufacturer to hold his own 
very special “Trade Show’’— an “Exhibit-in-Print,” 
if you please, before a great, attentive and respon- 
sive audience —an audience that will include the 
important Show-goers in Chicago, as well as the 
stay-at-home buyers from coast-to-coast—an audi- 
ence made up of Electrical Merchandising’s 30,100 
regular readers and the 100,000 others that come 
within the influence-orbit of each issue. 


The December Electrical Merchandising 
gives him the opportunity to ‘explode’ his an- 
nouncement in advance of the Chicago Trade 


Shows, to focus industry attention not only on 
his new merchandise, but on his displays, if he ex- 
hibits at the Shows. But whether he does or not, 
the December (as well as the January) number 
delivers his sales story to the industry leaders who 
should have it, when they should have it, directly, 
effectively, at low cost! 


The January Electrical Merchandising 


will be the “20th Annual Statistical and Marketing 
Issue”’ and will contain the “Review and Forecast 
of Appliance Business’ and other vital, timely 
features. 

As in the past, extra power and speed is given 
the advertiser's message in this number through 
its special distribution to important appliance buy- 
ers at the Chicago Shows, as well as to Electrical 
Merchandising’s army of reader-buyers. 

Put these powerful issues to work for you. Note 
these final closing dates for advertising. If you 
have not reserved space for your “exhibit-in-print”’ 


do so now! Final Closing Dates for Advertising: DECEMBER ISSUE, 
Dec. 1 © JANUARY ISSUE, Jan. 2 


ELECTRICAL MERCHANDISING 


A McGRAW-HILL PUBLICATION . 


330 WEST 42nd STREET, NEW YORK, N.Y. 
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ther that 


Kelvinator 


yuncement of the appoimtment ol 


Packard as eastern sales manage! 


e Kelvinator Division of 
tor Corporation was 
by Frank R 


er 


Nash 


1 made re 





DAN PACKARD 


kard, who recently has been devot 
s time to personal interests in the 

as had a wide experience in th 
andising of household a 
most recent position in the 
s manager of major dealet 


gidaire, 


ppliances 
industry 
sales for 
in which post he became wide 
ywn throughout the industry ior | 
among department, furniture and 
store outlets 
ing his many years in the business, 


11S 
il 


kard has served successively as retail 
, dealer, distribu 
sales manager and factory zone man- 
in the applian e field 
appointment of Packard as eastern 
manager for Kelvinator fills the 
ancy left by Thomas A. Farrell, who 
recently appointed head of — the 
organized Kelvinator Commercial 
and Service Division 


man, sales manager 


Hotpoint 


arles H. Griffith, formerly managet 
the Hotpoint Distributing Branch at 
flalo, New York, has been appointed 
anager of the Kitchen Sales Division, 
th headquarters at Chicago, according 
in announcement by R. W. Turnbull, 
‘int vice-president. In addition to 
il activities in the building field, and 





C. H. GRIFFITH 


tion of Hotpoint’s Kitchen Planning 
e, Mr. Griffith’s Division will sup 
e the merchandising of kitcl 


en sani 
n equipment, including electric dis! 
ers, kitchen waste exits, and the 
trasink. 

Turnbull's 


announcement stated 
Ross R. Smith, who has 
manager of the Kitchen Sales Divi 
for nearly two years, has established 
w Hotpoint Washington 

where he will devote his entire 
to cooperation with respon 
for Federal Housing and other 
building projects 


otice in 


those 
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) es Sa 
Pierce, general sales 





Enthusiasm for his refrigerator has the 
salesman mixing his metaphors. You 
see, this Aluminum ice tray makes lots 
and lots of ice cubes in a remarkably 
short time. That’s the idea he’s trying 
to put across. The prospect “gets” 
him, and he gets the sale. 

But he’s right about the Aluminum! 
It certainly does contribute to the re- 
frigerator’s speed as an ice maker. 
The Aluminum trays and grids make 


an easy exit for heat and, before 


1940 





you know it, the 


water is frozen. 


Of course, there 


are many other 


Aluminum parts well worth talking 
about. And, wise salesman that he is, 
he points to the Aluminum compart- 
ment covers in their attractive Alumi- 
lite (patented) dress, the Aluminum 


food 


shelves, other 


containers and 

parts. How could any prospect refuse 

such sensible selling? 
ALUMINUM COMPANY OF AMERICA, 


2160 Gulf Building, Pittsburgh, Pa. 


LUMINUM 
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———SIGNAL 16-inch 


VENTILATOR 
FAN 


$16.50 List 


Made In 3 Sizes 





SIZE 
10” 
12” 
16” 


NO. 
V-510 
V-512 
V-516 


C.F.M. 


650 
900 
1400 


LIST 
$9.80 
12.50 
16.50 





These SIGNAL Ventilator Fans have enclosed 
motors, chrome plated fan blades and are easy to 
install. Display stand given free with initial order 
of three fans. Order now from your jobber. 


SIGNAL ELECTRIC MFG. 
MENOMINEE, MICHIGAN 


Co. 





Offices in 
all Principal cities 
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WashersAreGetting Betterand Bette 





to be swiveled around under a sta- 
tionary wringer. Incidentally, the 


wringer was operated by a foot clutch 
at this time. 

“These old washers 
to move, were noisy, and hard to 
says Mr. Voss. “Oiling was a 
for a and there 
belt trouble. Wringer 
were pretty punk, too.” 

W. K. Voss turned out his first os- 
cillator in 1921. It was compact, en- 
closed and the dealers liked the looks 
of it, particularly its pretty porcelain 
cover. But the public found the price, 
$150, rather and discovered the 
had to be loaded a 


were difficult 


clean,” 


job woman was 


rolls 


always 


steep, 


machine certain 


way if they desired results in wash- 
ing 
In 1922 he got an agitator model 


line, 
shelf 
basket. 


with 


m the 


this 


production he says, and 
on the side to 

Also an 
which to feed 
wringer given 


had a cute 


hold a clothes 
genious device 


garments into the was 
to each purchaser 

had mechan- 
scattered grease, 
hard to oil. The 
and wasted much of the 
About this time a metal dolly 
ve introduced because the 
cracked. The copper tub 
and bumps were difficult to straighten 
out. 


When 


These washers open 


were and 
primi- 
power 
had to 
wood dolly 


sms, noisy 
bearings were 


tive 
} 


discolored 


1929 arrived and the stock 


HE 


regarded a 


still be 
s a form of transporta- 
likewise a 


horse and buggy may 


tion, and washer of some- 
what ancient vintage may wash clothes, 
says I. F. Woodrow of Automatic 
Washer Co. The creation and develop- 


ment of both have a parallel 


The first automobile was simply a 
sturdy type of buggy to which man 
idded motive power. Likewise, the 


t 
first electric and power washers were 


} 1 power her | 
land power washers to which 


added 


in order to 


t 


man a mechanical method of 


power save the housewife 


the drudgery of he washer 
lied to the function 


f wringing as well as washing. 


propelling t 
by hand. This apy 

The first w were 
the 


one 


fastened 
washers 


ringers 


he tub of 
or 
only in 


securely to t 
ind rated 


ope! direction 
It was 


that there 
por a 
the rolls could 

backward, and 
had immedi- 
after it was 
additional labor could 
could be 


the 


soon discovered 


would be an advantage in 


vringer on which 


run either forward or 


he reversible wringer 
ite acceptance Soon 
liscovered that 
| 


ve saved Ww ringer 


if the 

swung to the position over rinse 
tubs and baskets. Thus, the swinging 
wringer was developed, Much of the 
mechanism ed to the tub 
lid, and it necessary for the 
operator to lift all this weight when 
opening the tub. Quietness in opera- 
tion received little or no consideration. 
One could walk down the street on a 
Monday morning and count the num- 


was attach 


was 
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KELVIP 
WASHII 





DETROIT 
ening of a 
lyinator | 


; automobil 
4s made t 


W. K. Voss car 


market went blooey, 


through with another model. It ha¢fh-esi lent. M: 
a porcelain tub, was self oiling, anfointment o 
had the power applied to the agit 


tor from below instead of from ¢! 
top. It was low priced compared { 
previous washers, but was_ hore! 
had hard rolls on the wringer, a 


lacked good bearings. 
due to helical gears, 
pump, shaky, 


power to operate 


It was quiet: 
but had no wat 
and took 

than today’s 


was 


chines. 
“Consider how thoughtful we 


become of our customer in 1940,” sa 





Mr. Voss. “We even realize that t 

woman doing a washing is ligh 

dressed. When she leans against 

washer full of hot water it is 

comfortable. The insulated, double | 

skirted tub of today protects 

When she presses on a wringer ref ssant to 1 

lease, she not only releases the and di 
' os \f lon 

sure but also both rolls addition t Mir. W 

: . “ Seatiutes 7 1 r, has bee 

cutting = the e ectric power 1 tions 

day’s washer is more efficient, quiet rid Wa 

easier to stop and start and safe. 1] Vashingtor 

machines of ten to fifteen vears ag untmen 
1 1 1 ] , Mr. 

washed clothes well, but we have g re 

: ; vinator 

ahead so far there is no comparis Th e Wz 
“When any woman realizes r Co 

today’s models use less electricity ANT “Build 

save money—use less hot water, 

do the job far better, she will und 

stand that it is high time to turt 

her old washer on a new one.” 


ber of washers in operation from the 
staccato of boiler factory sounds ema 
the basements. 
general use of steel 
automobile industry 
influence with washer 
soon looked to this type 
construction to their prod- 
ucts. This resulted | 
reduction of saving in weight 


nating from 
The 
in the 


strong 


stam iping 3 
had 
des ign- 
ers who 
improve 
development 


cost, 


and greater strength and durability 
This development was largely respon- 
sible for bringing about the modert 


beautiful cabinets, an 


concealing the mechanism in the bas 
he porcelain enamel tubs beca 
practical for 


result of 


styling witl 


use on washers as t! 


improved methods of appl: 


cation and finish. These tubs ar 
stronger and more durable than t! 
‘opper tubs, are much easier to kee 
clean and are far more attract 
The reduction of air resistanc au 
the designing of airplanes, aut demons 
biles and trains has_ brought betwee: 
streamlining.” This — styling Light i 
shown its effect on many other trade 
factured items, and the washet bridge, 
signers have done a very credi consist 
job in converting a very crude rary 
Pee Ae hoe or oh, phi vided | 
ing mec hanical wash tub into a uu cial fil 
tiful creation in modern and ett 6 ded 
cient home laundry equipment. destroy 
The washer we now produce t from c 
tail at a price of $59.95, is far throws 
rior in efficiency, durability, cor type a 
ience, safety and beauty to the w on the 
which sold 15 years ago at $155 vided 


Ee 
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te KELVINATOR OPENS | 
~~ WASHINGTON OFFICE 


ETROIT Announcement of the 

nung of a Washington office of Nash- 
nator Cor poration, manufacturers 
tomobiles and electrical appliance 


a appliances, 
nade today by George W. Mason, 





ent. Mr. Mason also announced ap- S 
g nent of Campbell Wood as as- ecause [ cy like 
: 1 
Max: Mini 
Viaximum Inimum 
* 
. 
Convenience 
CAMPBELL WOOD 
t resident of the corpora 
ind director of the capital office. 
Wood, a former U. S. Army off 
is been witl Nash Kelvinator Cor 
l since shortly alter the last 
ld War, and is quite well known in 
ngton government circles. Until his 
ntment to head the Washington of 
Mr. Wood was an executive of the 
nator Division of the corporation 
e Washington office of Nash-Kel 
r Corporation will be in the Shore- 
Free Polaroid 
Demonstrator 
Ice trays by Inland are the first choice tor For superswift, maximum convenience, it 
a original factory equipment by leading is the Shucker Tray all the way. And for the 
- : makers of automatic refrigerators —and for quick-release feature, at minimum cost, it is 
ig replacement sales by dealers, because they the Tilt Out Tray on every count. In short, 
r are the last word in fast-freezing, quick- for maximum convenience—for minimum 
releasing ice cube convenience. cost—it’s ice trays by Inland, the choice 
These two Inland Mavic Finish Ice Trays of refrigerator makers, jobbers and dealers. 
ms make old style trays as unnecessary as weak. For details, prices and discounts, write to 


watery ice cubes. In a flash, these modern 


INLAND MANUFACTURING DIVISION 


at a time or a brimming bowlful... ee ee 


instantly. full-sized and unshattered. DAYTON, OHIO CLARK, NEW JERSEY 


ice trays by Inland give you a few cubes 





——— 
A new "step-up-and-see-for- yourself’ 
demonstrator for showing the difference . % 

between ordinary light and Polaroid , ‘ 

Light is now being distributed to the eet os Wes 
trade by Polaroid Corporation, Cam- ‘ x. 

bridge, Mass. The new demonstrator : 

consists of two identical samples of \ A \ 
printing placed side by side and di- Be MANUFACTURING 
vided by a cardbcard separator. A spe- , 
cial filter replaces the standard filter in 
a stock #100 Polaroid Study Lamp and . 4 

destroys the Polaroid effect in the light Rt 

from one-half of the lamp, so the lamp ‘ IN| Ni) 
throws Polaroid light on one sample of 
type and the equivalent of ordinary light 
on the other. The demonstrator is pro- 
vided to dealers without charge. 


ip FREELING a 
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| 540) On MO) 5 
ELECTRIC 


ALWAYS make sure the 
electrical appliances you 
sell contain “TOPHET” 


nickel chromium elements 
* 


WILBUR B. DRIVER CO. 


(a) NEWARK, NEW JERSEY (a) 











WHERE TO Buy 


Parts, Services & Accessories 


For rates see last issue 














{ supplies aid tha 
ke of vacuum cleaner 





jay 


M CLEANER COMPANY 


CLEVELAND, OHIO 


N VACUU 


7001 SUPERIOR AVE. 








FOR ALL VACUUM CLEANER DEALERS and REPAIR SHOPS— 
\_ HERE'S A VALUABLE PARTS and SUPPLIES AID—FREE! 


we take pleasure in offering, free of 

illustrated catalog a valuable parts 
r parts manufactured by us for every 
today—-one of these catalogs makes 


find and order the supplies you need 

new supplement t uur well stocked parts 
e wn 8-7, and N 8-6 ball bearing 
manufacturing this a important iter 
& position to ec mica apply 


these bearings. Remember you 


ney y buying in volume lots, » rder = 











RUBBER UPHOLSTERED 


SAFEGUARDS \\ 


Use ORANCEVILLE 





quick change ratchet nose. 
Descriptive circular and prices 


ORANGEVILLE MFG. CO. 


Manufacturers complete tine of Floor Trucks 


SERVICE PARTS 


for Air Conditioning and 
refrigeration, of every description, 
—the “hard to get ones", too. 


You'll receive quality materials, and 
prompt, intelligent attention, at any 
of our twelve branches, or you can 
order with confidence (and get the 
same quick service) from our big cata- 
log. Write for it on your letterhead. 


THE HARRY ALTER CO. 


1728 S. MICHIGAN AVENUE CHICAGO. LLINONS 
1 CHICAGO wRaNcHES NORTH WEST. SOUTH 














50 BOOKKEEPING SYSTEM 
Especially Designed for 
Appliance Radio Dealers 
A direct, easy-to-understand system, devised by 
countantin your line of business. It 
is in practical use by many dealers everywhere 


THE KNAPHURST COMPANY 





SPECIALTIES 





Vacuum Cleaner tags 


rextile Specialty ¢ W 4th, Cleveland 



















Electric Mangle Koll Pads and Covers 
roning Board pads 
washer and ironer covers Ohio 


NEW ADVERTISEMENTS _ 
change of copy must be rece ed 
N uth ¢t appear n th ssue out the 






Adequate Wiring 
Means Business 





ee CONTINUED FROM PAGE 2! 


sumption from 150.8 kilowatt hours 
to 244.9 kilowatt hours in the ade- 
quately wired homes. Those without 
an electric range in either the old 
or the new home increased their use 
of electricity from 38.9 kilowatt hours 
to 119.3 kilowatt hours in the A.W. 
homes 

\dequate wiring promotion—a job 
for everyone in the industry—cleared 
the path for the sale of the additional 
equipment that made possible this 
remarkable increase in consumption. 

Here is what Howard A. Christ- 
iansen, president and general manager 
of the Christiansen Furniture Stores 
f Salt Lake City, Richfield, Salina 
and Ephraim, Utah, says about his 
interest in adequate wiring. 

‘As an owner of stores selling elec- 
trical appliances of all kinds, I find 
that they are much more easily sold 
if arrangements for outlets are made 
so that appliances can be more easily 
and conveniently placed.” 

Mr. Christiansen also believes that a 
home is “no more modern than the 
electrical wiring.” He acted on this 
opinion recently by having his new 


home certified as being adequately 


wired by the Electrical League of 
Utah. 
Down Chattanooga way, another 


irea where A.W. promotion is roll- 


ing along in high gear, appliance 
dealers have been quick to see the 
opportunities in this activity and are 
lending a hand. Witness the follow- 
ing statement of V. Clark, of Clark 
Electric ( mpany, a local contractor- 
dealer 

Mr. Clark says, “The Adequate 
Wiring Program has paved the way 
for the easier sale of electrical appli- 
inces. The installation of an ade- 
quate wiring system in a new home 
at the time of building removes the 
obstacle of installation cost which has 
hampered sales. As an appliance 
dealer I realize how much easier it is 
to sell heavy duty appliances where no 
installation problems are involved.” 

After stating that he has never 
known of any program that had so 
much to offer all its supporters, Mr 
Clark adds that he has supported and 
will continue to support to the limit 
the program of the National Adequate 
Wiring Bureau. 

Typical of the attitude of dealers in 
the middle west is the following state- 
ment from Mr. and Mrs. M. M 
Walker, owners of the M. & M. 
Electric and Appliance Company of 
Kansas City, Mo. 

“Our company has a definite inter- 
est in adequate wiring for the simple 
reason that lack of outlets and exces- 
sive voltage drop in the homes of our 
customers and prospects means we 
cannot sell appliances to people who 
cannot use them satisfactorily. We 
appreciate the work of the Electric 
\ssociation of Kansas City in pro- 
moting greater adequacy in home wir- 
ing and we will always continue to do 


our share in this most beneficial activ- 
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be 


y SELL “ 
THE LEADER 


in Quality, Performance 


KW 


Value 


TEAM -0-MATIC 


eal 





like the 


There is no other iron 

famous Selectrol Model B 200, 
suitable for either dry or steam 
roning. No other iron needed. 
4.C. only. Order today. Re- 
i. nae cebiet et $12.95 
A COMPLETE ey, Model 
D-550, non-automatic, or D.C. 
has no equal at the a . .$6.95 


Semi-Automatic Model C-100. A.C. 
only .$9.95 


Write for Complete Information 


STEAM-O-MATIC CORP. 


MILWAUKEE WISCONSIN 


HEIGHT- 16% IN. BS 
WIDTH - 16 IN. 
LENGTH -10'% IN. 


THE COMPLETE 
PORTABLE HUMIDIFIER 


WASHES: FILTERS 
CLEANS 
AND CIRCULATES 
HUMIDIFIED AIR 


Value Priced for the Popular Market 
A Winter Profit-Maker 


Burning noses, flaming throats, need 
the relief of humidified air. Sanidaire 
evaporates 4 to 8 gallons in 24 hours and 
healthful, pleasant, humidified air, fil- 
tered free of dust and dirt, gently circu- 
lates without draft. Plugs into elec- 
trical outlet. 17 years of fine engineer- 
ing developed this superior humidifier 
with many exclusive features. Sanidaire 
is the biggest value on the market. 
WRITE FOR COMPLETE DETAILS 






United States Air Conditioning Corp. 
Northwestern Terminal 
Minneapolis, Minnesota EM 


‘end complete details and prices on Sanidaire — 
mplete Portable Humidifier. 
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ity. After all, 
part of our job.” 

While the general public is being 
told in a thousand that Ade 
quate Wuring and Saves, in- 
dustry companies and _ indi- 
vidual workers are acting on the slo- 
gan—‘Know It—Talk It—Sell It!” 

There is one thing about the prob- 
lem in inadequate wiring that a dealer 
cannot do. He cannot duck it. But 
he can talk adequate wiring, know the 
subject thoroughly, be helpful in mak- 
ing practical suggestions whenever a 
rewiring job is indicated. 

As so many doing, he 
can use the National Bureau’s emblem 
on his window, or on his truck. He 
can advantageously the window 
display counter card. 
From variety of the Na- 
tional Bureau’s booklets and folders 
he can select those which are most 
practical as handouts or package 
stuffers. There are a of these 
and they run the entire gamut, rela- 
tive to adequate wiring, from lighting 
to electrical hobbies in the home. 

Whatever the original cause, the 
present effects of inadequate wiring 
are working to cut down the electrical 


adequate wiring is 


ways 
Serves 
groups, 


dealers are 


use 
poster and the 
the wide 


score 


living capacity of many homes and 
are just as directly cutting down your 
business. The cure is to turn the 
tables, get a new result by reason of 
establishing a cause that will add 
outlets, increase wire size, add to 


circuits; enlarge the entrance service. 
By this process of doing something 


about A.W., a little promotion and 
a lot of talking, the dealer can keep 
pushing sales resistance away from 


his door. 


Promoting Good 
Wiring in Burbank 


6 te in Burbank, California 
(home of Walt Disney’s stu 


dios) a new plan is being used to 
promote wiring, which 
is bringing results. The 
a copyrighted one, 
involves a promotional organization, 
known as “Gold Seal Industries,” 
which directs its efforts toward inter- 
esting the prospective builder in the 
employment of a first class electrical 
contractor and guarantees to the home 
owner that the finished job shall con- 
form to Gold Seal standards. 

The way the program works is by 
means of advertising run under the 
Gold Seal industries name, addressed 
to prospective home builders, giving 
practical advice on financing, point- 
ing out some of the pitfalls possible 
in the course of building a home, and 


adequate home 
excellent 


scheme, which is 


advising the employment of a repu- 
table building contractor. These pre- 
liminary ads remind them to insist 
that electrical wiring be handled by 
a Gold Seal contractor. As soon as 
he building permit is issued, the home 
owner is addressed personally. He is 
congratulated on having selected a 
reputable contractor and is again 
urged to secure the benefits of Gold 
Seal wiring, suggesting that this be 
included in the specifications. A guar- 
antee plan is offered under which a 
1940 





Most Heaters use this 





| 


@ as a POWERFUL SALES TOOL! 
@ as an AID to AUTOMATIC TEMPERATURE CONTROL! 


| Your customers will more quickly buy a Heater that 
promises COMPLETELY AUTOMATIC FUEL AND 
TEMPERATURE CONTROL—eiiher at the time of 
A-P Controlled Heaters offer this 
extra convenience. That’s one important reason why 
Dealers look for the 
| they stock. It means the possibility of an extra sale 
and profit on A-P Control Accessories — the A-P 
Thermostatic Heat Regulator Set, the A-P Oilifter, or 
the A-P Oilifter Thermo Heat Regulator Set — all 
equipped with the new “Plug-In” 


- READY SALES HELPS Free! 


The “A-P Album of Heater Selling”, A-P Merchandising 


Aids, Display Cards, and Statement Folders are all de- 


purchase or later. 


A-P Control on every heater 
Transformer. 


signed to aid you in selling Oil Burning Heaters and 


Automatic Control Accessories. Write today for samples. 


A-P "PACKAGED" CONTROL ACCESSORIES 


~ @ @ 


A-P Oilifter . 
Fuel Feed Control 





A-P Thermostatic Heat Reg- 
ulator Set 


A-P Oilifter 
Regulator Set 


DEPENDABLE 
The Recognized Byword for {4} Controlled Heaters 


Remote Thermo Heat 


AUTOMATIC PRODUCTS COMPANY 


2400 NORTH 
MILWAUKEE 


THIRTY — SECOND STREET 
WISCONSIN 
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SEARCHLIGHT. SECTION 


(Classified Advertising) 


emsnune: “OPPORTUNITIES” =: acs” 


UNDISPLAYED —RATES— DISPLAYED 





1 Ce s « Worp, Minimum CuHarce $3.00 Bor Numbers—Care of publication New York, | Individual Spaces with border rules for tract basis. Contract rates quoted on r 
Position Wanted (full or part time salaried Chicago or San Francisco offices count as prominent display of advertisements. quest. e m= 
emaiesment enls) %& the eheve fates far 10 words j An advertising inch is measured %” Ve 
plo i 7 le above rates pay Discount of 10% if full payment is made in } The advertising rate is $8.00 per inch for all tically on a column—4 columns—48 inch: s 


advance for 4 consecutive insertions advertising appearing on other than a con- to a page. 


BEAT YOUR COMPETITION MILBERNyattuw ctcanens; 


With this Sensational Value! | (cer mece arect tratic buitders 


T Here are low priced sales builders that give perma- 
nent customer satisfaction without headaches or-kick- .« 


backs. You keep your profits! All leading brands 
. . + perfectly rebuilt from brush to handle grip. 
Once sold they stay sold! 


CYLINDER vr © Write for interesting price schedule 
S$ BS MILBERN VACUUM CLEANER CO. 
90 241 W. 23rd STREET, NEW YORK CITY 


Factory "Recreators of Vacuum Cleaners" 


COMPLETE WITH ALL | |& 
ATTACHMENTS 


A Brand NEW Cylinder Cleaner at the Price of a Rebuilt DI Ss T a i B U T Oo R 2 Wa & TED 























ov 























he Latest 1941 











CHRC 


all the 
_ 1 Meet and beat all competition with this For FORDS Electric Milkers utensil, 
5 ar coe cis Ge one To the best of our knowledge, Electric Milkers have never been distributed through Elec- resistin 
formance with cylinder cleaners selling for trical or Household Appliance wholesale channels. But, the vast expansion of the electri- 100 to 
W ith every Rex Out- $49.50 and more. WHAT THE OUTFIT CON. fied rural market . . : over 1,000,000 new customers in 4 years .. . has aroused great surface 
St yeu receive 1 SISTS OF: 1 Rex Cylinder Cleaner with interest in Electric Milkers among Appliance Dealers serving this lucrative rural market all 

spray gun and con- powerful 375 Watt Black & Decker Motor: 6 Makers of one of the most complete, best-established and most consistently advertised 
foiner; 1 pt. of ft. Flexible Hose; 2 Lengths of Lightweight lines of Electric Milkers, we invite correspondence with interested Specialty Distributors And 
Certox Kill-O-Moth Wand; Floor Nozzle: Soft Round Brush: 8 in. who are able to properly promote sales to the rural electrified market. State details as pan 

Floor Brush; 6 in. Upholstery Nozzle: Blower to territory served, number of salesmen and other lines sold. 





spray. Regular List Too); Coupling. Attractive consumer leaflets 


Y , 1601 E. 12th St. aress- 
P 3.95 i A : 
rice $ supplied free. MYERS-SHERM N co. Streator, Illinois | any ut 
h - Featuring Motor Driven $ 60 section 
Brush, Rubber Handle and T cucewmnt §=PATENT x24 ong sales f 
& 




















































































Thumb Control Switch RecoTt vous 
FREE sorreis3Tt |] STs © Clea 
2 Submit the NAME you wish to Regrter 0 Z 
DUROBILT REBUILT SPECIAL OF THE MONTH Sena inno Mad renee be ver sc 
CONFIDENTIAL RONCY cleanin 
e MODEL NO. 9 WITH HEADLIGHT @ Z H POLACHEK @ 
One of the most popular Eureka models at an amaz- $685 1234 peoapwar m+ veane Al 96.98 23 500 top an 
ng new low price wed , ’ | Nothin 
—_- I 
t' Phare Wngocre 
act iin PATENT ATTORNEY — PROF. ENCINEER _ “So 
’ or our new argain atalog. Other b 
LEGAL NOTICE oe 
AL } 
address, as well as those of eat h individual member, ' 
VA C U U M C L E A N iz re C 0 M PA N Y ist be given McGraw Hi Publishing Company, . Don 
Inc., 330 West 42nd St Y. C.. Stockholders of S$ b b t 7 
158 WEST 23rd STRE I in Sore: Semen Hh. McGsaw, 330 Wess tind Si... ubscribers to Heat” 
r ET, NEW YORK CITY N. Y. ¢ James H. McGraw, Jr., 330 West 42nd S8t., | f d 
N. Y. C. James H. McGraw, James H. McGraw, Jr., e s eoe. 
and Curtis W. McGraw, Trustees for: Harold W i h 
McGraw, James H. MeGraw, Jr., Donald C. McGraw, eC rica ere an Ising a Ost 
a Curtis W. McGraw: Curtis W. McGraw, 330 West that n 
pp ° — . - : 42nd St., N. Y. ¢ Donald C. MeGraw, 0 West | 
OR Tt NITY WANTED LEGAI NOTICE 42nd St., N. Y. ¢ Anne Hugus Britton, 330 West ° ° every 
blis! facturers ag nd staff : - 42nd St. N.Y. ©. Mildred W. McGraw, Madison, are associated with the mer- oer ¢ 
4 age jobber STATEMENT OF THE OWNERSHIP, MANAGI N. J. Grace W. Mehren, 73 No. Country Club Drive, cas : 
- ry ‘ with ¢ 
‘ Engla i add MENT, CIRCULATION, ETC., REQUIRED BY Phoenix, Ariz. J. Malcolm Muir & Guaranty Trust chandising of electrical ap- 
uted lines. RA-586 See ACE Ae ane aes oF pauouat Rh, celled anaes dipacibens pliances. Their interest covers for re 
ld : “ 24, 1912, AND MARCH 3, 1% sroadway ‘ — , wedincehlp 
i i 4 4 na Sr a b 
¥ + 2nd § Of Electric Mere dis lia - mesial : That the known bondholders, mortgagees, and | . . 
¥ Pe oe - ~ Me mane sing. ane 1 monthly a other security holders owning o holdi ng 1 per cent every phase of this business all rai 
ta - . ’ or ‘ total amount of bond mortgages, or other "* 
~ NEW _ADS _ ! ate New York L ss ities are If there are none, so state.) None ranging from management. 
; ; mber 30th appear iach 4. That the two paragraphs next above, giving the | al * 2 
eccunber lesa, suident ko meet ee tefore me, a Notary Public in and for the State | Dames of the owners, stockholders, and security | sales or servicing employ- T 
; ‘ y aforesaid, personally appeared D. C. Mc holders, if any, contain not only the list of stock- | . I$ Ni 
having been duly sworn according to law holders and security holders as they appear upon the | ment to investment oppor 
deposes and says that he s the Secretar of the books of the company but also, in cases where the a = ° 2 " 
WANTED eG Hill Publishing Company, Ine ge - stockholder or security holder appears upon the books tunities associated Ww ith the How To 
Electrical Merchandisir nd that the followi is of the company as trustee or in any other fiduciary he Solas i R is 
MANUFACTURERS’ a to the best Of his knowledge and belief, a true state: | flation. the name of the person or corporation for establishing of new busi |i mm. 
ment of the ownership, management (and i a daily whom such trustee is acting, is given; also that the —_ shh ime ” sales he 
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CHROMALOX 





MORE COOKING PER DOLLAR, 
MORE ELECTRIC COOKING, 
MORE RANGE SALES! 


IN THE NEW 
CHROMALOX RANGE UNIT 


all the heat flows straight to the 
utensil, without deflection or heat 
resisting air space. Chromalox has 
100 to 250 per cent greater contact 
surface than any other metal-en- 
cased unit! 


And Chromalox has 
of selective 
areas—rings-of-heat 
any utensil. 
section of the unit needed. 
sales feature with a punch! 


the added 
cooking 
fit 
the 


It's a 


economy 
sized to 


You heat only 


Cleanliness is a fact with this 
new unit. The all-flat top makes 
cleaning simple—just wipe off the 
top and the metal glistens as new. 
Nothing to take apart. No open- 
ings to trap the dirt. It’s a clean 
job all around! 





Don’t forget Chromalox “Black- 
Heat” cooking for better tasting 
food. Chromalox super-speed, and 
a host of other big selling points 
that make sales for 
every dealer. Sell ranges equipped 
with Chromalox units. Use them 
for replacements, too—they fit 
all ranges. 


more range 


THIS NEW BOOK 


How To: Sell More 
Ranges" is packed full 
of sales helps. Send for 
your copy ftoday—Moail 
the coupon with 
business Jetterhead. 


your 





' 
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EDWIN L.WIEGAND CO. 


1525 Thomas Blvd., Pittsburgh, Pa. 


Send me “How to Sell More Ranges”. 


Nar e 


Position i | 
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guarantee certificate is given the 
owner which offers to make good all 
defects in workmanship or materials 
for a period of three years. 
trical contractor is supposed to make 
good on his own job. However, in 
event of failure to do so, the work is 
taken care of within 48 hours by Gold 
Seal Industries, utilizing for the pur- 
pose, the contractor’s share a trust 
fund built up through pay- 


Each elec- 


in 
which is 


ment of $2 by each contractor for 
each job. 
In the license agreement, the use 


yf certain grades of material by the 


contractor is required. He is also re- 
1 


quired to “charge enough to pay his 
bills, a fair wage and to make a 
profit.” No prices are fixed, but a 


suggestet price list is issued for Gold 
Seal wiring. 


The advertising is called to the at- 
tention of general contractors by di- 


rect mail and by personal contacts. 
Consumer demand also has developed 
in the plan 
speculative builders, several of whom 
have added Gold Seal wiring to the 
special features which they advertise 


a general interest by 


as evidence that their homes are of 
the finest quality. In some cases an 
entire development tract has _ been 
built up using “Gold Seal” wiring, 
and the fact has been advertised to 


the public on the general contractor’s 
billboards. 
Warren has re- 
cently started using photographs of 
actual nes built Gold Seal 
wiring in its advertising, advertising 
the builder by mentioning the tract by 
name and noting that Gold Seal wir- 
ing was installed. This has been much 
appreciated by the builders and lends 
a personal touch which impresses the 
buildet. 
he plan was recently called to the 
attention of Los Angeles and Holly- 
wood contractors at a dinner given 
by Howard S. N. Stultz, owner and 
Hollywood Wholesale 
invited 
hear Mr. Penn 
explain his plan. Some 86 contractors 
heard the message. 

Thus far the promotional efforts 
of the Gold Seal organization have 
been confined to the province of elec- 
but it is possible of 
course that such a program may later 
be adapted to cover other features of 


The organization, of which 
Penn is the head, 


homes with 


prospective home 


manager of the 


Electric ci ynpany, W ho some 


125 of his customers to 


trical wiring, 


home building as well. 


Christmas Blackout 


HRISTMAS 

an event in Santa Fe, New Mex- 
where the merchants have initi- 
ated a custom of_preteding the open- 
ing of the Christmas windows with 
a complete blackout. According to 
» 3 E. Tipton, president of the W ood- 
Davis Hardware Company, this event 
inaugurates a season of active buy- 
The of all establish- 
ments in the main shopping district 
remain veiled until the night of the 
opening day, when a parade partici- 
pated in by stores and by children in 
festival costume officially starts the 
Christmas All windows are 
then simultaneously illuminated—and 
are viewed by all citizens who are 
well enough to make the tour. 


shopping is made 


ico, 


ing. windows 


season. 


1940 


A SURE WAY TO 


MORE PROFITS 


Feature the peer of all portables 


Clirmstrong 


IRONERS 





the original ironer of this type. 
Sells easily and stays sold because it gives a world of satisfaction. 
The Armstrong has a full 21-inch roll, thermostatic heat control, 
elbow operating lever and other exclusive features which, added to 
its beautiful, streamline design, make it irresistible to prospects. And, 
the very last straw in turning a prospect into a customer, is to let her 
try the Armstrong for a few minutes. 
Priced 


(illustrated) 


Master 
$34.50, 


to meet limited budgets: 








model retails for only 


Porta-Lectric model $26.95. 


Write for literature and discounts to Dept. EM 


ARMSTRONG PRODUCTS CORP. 


Quality Electrical Appliances Since 1899 
HUNTINGTON, W. VA. 





HOUSEWARES and MAJOR 
APPLIANCE EXHIBIT 


PALMER HOUSE « CHICAGO 


JAN. 5th to 10th 
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* ” ‘ ” ‘ 
Farm” vs. “Rural inty mnfirmed by manufacturers 
iT ire ish 
; Wi 1 b T int in charging 
x , 
- rica ulpment manufacturers 
S 
i mission of data on operat- 
‘+ , 
y On one visit to REA’s 
1 in low i State prot ssor had 
Pp is e subject of his talk, 
' “Tf 1 
g gut irnished by Westing 
} ¢ \ barrier to “cost of opera 
m” tag 1 dollars and cents are the 
lifferences in rates between communi- 
INCREASED SALES of Electrical ties; if the “average” kilowatts pet 
es ’ 
Household Equipment Parallels month is substituted, it can both mis- 
TOP FARM INCOMES lead or disappoint the farm family 
it exceeding this average. To the farm 
| 
i buyer who wants to know, rough 
po 
ipproximations of current consump- 





litte 


tion are ivailable from his REA 
office or utility 

Mr. Smart will welcome the new 
refrigerators specifically designed for 


farm use, with shelving ar- 
rangements to take care of eggs and 
We had the opportunity to 
this 
designing this refrigerator, two of its 
executives 


special 


cream 
counsel with manufacturer in 
our editors and 
home economists before the product 
was designed 


visiting 


The factor of income on equipment 
ownership is amply shown in the at- 
tached chart, based on the Consumer 
Purchases Yet it is 


Study. our 
opinion that REA’s experiment with 
fs a ye non “specials” or trimmed-down ranges 
ses ger ind refrigerators found a cool recep- 
m re tion with farmers, whatever their in- 
ne aeee SEES ome With some of the smartest 
1935-36 etailing brains in the electrical e ip- 
g l in t i Cai equip 
: he ment industry, we doubt if gadgetless 
: = units would not be available if any 
2.2 2.6 volume of sales was in prospect 
9 1.2 29 M Beall has done a service in 
~ 9.4 6.4 4 Y i 1 se \ i equire 
en fa umilies, and how thev 
tf n-farm familie Our 
FARM r gee ire merely the embroidery 
} 
fore 0 ) and a 
inguage. — F. R. Fursusn 
sion has been four Research Division 
lealet in Calhour Veredith Publishing ( 
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Washers are Getting Better and Better 
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Here is a comprehensive picture of the evolution of the washing 
machine which should provide all the ammunition you need to con- 
vince those replacement prospects. The engineers of the business 
get down to brass tacks on washer development in 20 years. 


Making Refrigerator Trade-Ins Salable 
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The Vogel company on the West Coast are doing a refrigerator re- 
building and service job which has become famous in that section. 
This is the third of a series of reports on refrigerator trade-in 
activities. 
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lished in this magazine in the September issue. 
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